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INVITE YOU 


>) to visit our complete display featuring the 


popular ‘'Sacha-Francine’’ Mannequins—Chil 

dren's Figures—Sculptured Displayers, etc.—dis- 
tinctive new Chrome and Lucite Fixtures—new 
Millinery Heads Novelty Items, etc. — the latest 
Men's Wear Figures and Fixtures—new Garment Racks, 
etc. We'll be there to meet you and greet you. Don't 
delay. Drop in on opening day and get acquainted with 


the many new lines and items we have prepared for you. 


DISPLAY PRODUCTS 


DISTRIBTORS 


NEW YORK. 15-17 West 36th « ATLANTA—Melvin S. Roos Co. » BALTIMORE—Williams Corp. « BOSTON 
v Dutch & Son - CINCINNATI -Gener 11 Display Corp. « CHICAGO—Hechi Fixture Co. - DENVER—Walter W. Martin « DETROIT—Art Products Mfg 
C . * KANSAS CITY National Equipment Corp. - LOS ANGELES—G van & Silvers « MINNEAPOLIS—L. E. Hier Display Equip. Co. « NEW ORLEANS 
ae: tego isplay e PHILADELPHIA Naythons Disr lay Fix. Co. « PITTSBURGH—DeWeese Display Equip. Co. »« PORTLAND—Turner's Display Studio 

ANCISCO—Kehoe Disp. Fix. Co. « ST. LOUIS Midwest Disp. Equip. Corp. » MONTREAL— Miller's Disp. Fix. Reg'd. -« HONOLULU—Bader and Co. 


Eastern Displays, Inc. « BUFFALO—S 





See us at the I. A. D. M. Convention, 
Detroit, June 24th to 27th 





Before making your selections, we suggest you 
call, write or wire for information about these 
New, Modern Christmas plans and decorations. 


* 


TOY MANUFACTURERS OF U. S. A., INC. 


have appointed the Stensgaard Organization to make available 
to stores, the best possible toy department and window decorations 
at lowest possible cost. Theme selected: ‘‘The Night Before Christ- 
mas'’. Preview was shown at Toy Fair, New York, April, 1940. 
Write today for your copy of Brochure released soon. 


* 


NEW MECHANICAL TALKING DISPLAYS 


Designed to capture and thrill the kiddies as well as make friends 
with the grown-ups. Yes . . . a complete layout and plan for 
windows and interiors that will be sold to one store in each city 
only. First come—first served . . . can be seen in Chicago or New 
York and our representatives will call on key cities. Write today. 


* 
REPEATING THE SUCCESS “WIZARD OF OZ” 


A complete attraction and promotion for any size store. This used 
in limited number of cities for Christmas, 1939, and it was a big 
success. Book continues a best seller. Now 100,000,000 people 
know the ‘‘Oz"’ story better. Exclusive to one store in each city. 


* 
CHRISTMAS PLAQUES AND SPECIAL DESIGNS 


For the windows and interiors featuring ‘‘Gifts'’ we offer smart 
plaques, carved. Also we will design and produce for a limited 
number of good stores, such special settings and decorations as 
they will commission us to do. Experienced designers and 110,000 
square feet of modern manufacturing space devoted to display 
insure ideas, service and value. 


* 


NEW 3-DIMENSION POLAROID SHOWS 


As you know, 3-Dimension pictures in color projected to life size 
are made possible by Polaroid and the new automatic projector 
for which we are distributors. We recently conducted 3-Dimension 
travel and sport shows in such stores as Marshall Field; Stix, Baer 
and Fuller; Filene’s; Higbees; Joseph Horne; and others. For 
Christmas we will have available for only 25 stores this major 
auditorium or walk-around attraction. Write today. 


W. L. STENSGAARD & ASSOCIATES, INC. 


346 NORTH JUSTINE AVENUE e CHICAGO, ILLINOIS 
New York Office: Rockefeller Center « Cal. Office: Leamington Hotel, Oakland 








We invite you to view our thrilling new showing of exquisitely beautiful 





glamour mannequins by CORA SCOVIL * * * and all the smart new, fixture 
treatments in Lucite, glass and chrome by the CYRILLE STEINER STUDIOS 
* * x During |. A.D. M. CONVENTION DAYS—Rooms 1316 and 1318— 


Hotel Statler, and always very glad to greet you at our NEW YORK 


. WILLIAMS 


CITY SHOWROOMS. 
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"| can remember when the display division had a 
little corner on a separate floor and acted as though 
they weren't really a part of the organization. But 
that's a long time ago, and | think every year sees 
the display division playing a bigger role in the 


store's promotional plans, both in windows and in 
interior display. More than that, they are so defi- 
nitely a part of the sales promotion picture that it is 
hard to think of starting a sale or a fashion presenta- 
tion without their being right in the center of the 
picture.""—William H. McLeod, Sales Manager, Wil- 
liam Filene's Sons Company, Boston. 


OUR NEXT ISSUE 


Of course you're planning on attending the 
International Association of Display Men con- 
vention in Detroit this month, but if you can't 
possibly make it—look forward to the July 
issue of DISPLAY WORLD. You'll find a com- 
plete condensation of everything that went on 
—talks, highlights, election results—the next 
best thing to being present yourself. . . . Kiley 
and De Sault will bring you ideas for August 
fur sales and back-to-school promotions, and 
there will be plenty of other inspiring features. 


THE COVER 


Harry Eastham, display director, Burdine's, 
Miami, created the lovely shoe display which 
appears on this month's cover. The skillful 
lighting treatment which is employed so suc- 
cessfully by this famous store is very appar- 
ent, as is the policy of keeping the merchan- 
dise in a dominating position—but backed 
up by dramatic treatment. Eight other photo- 
graphs of Burdine display, together with an 
article by Eastham, appear elsewhere in this 
issue. 
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Swinging Into Summer 








Alongs State Street 


\t this 
place that 


writing we'd like to put in his 
smug old 


ago came forth 


tim 
with the dogma that there's 
We'd like to 
lead him down State and up Boul’ 
“Mich,” tell him to and hard at 
the shop windows, watch him eat his words 


sage who some 


nothing new under the sun. 
street 
look long 
The whole picture is as refreshing, as in 
dew- 
drenched June rosebud. Summer scenes there 


spiring, as full of promise as a 
have been before, but this one wears an air 
that 
Art marches on and upward, 


of assurance, a sparkling personality 


is all 


as we let go a few 


its own. 


involuntary bravos as 


the warm-weather parade of 1940) swings 
into view. 
Paul Wertz pastoral panels in a group 


of the Fair's State street windows have been 
plaudits of 
pause to remark about the perspective et 


winning the passersby, who 


fects gained by bits of background scenery 


extending out into the displays. For ex 
ample, the rural landscape shown in_ the 
accompanying photograph achieves the ef 
fect of coming out to meet the spectator by 
means of a section of foreshortened rail 
fence jutting out of the otherwise flat scene 
\ mannequin in riding togs and a bust dis 
playing a shirt, vest, and derby are placed 


“We 


Keeping 


on either side of a poster announcing: 
See You Horseback 
Cool About it, Too!” 
jodhpur boots are arranged on a grass mat 
occupying the center of the floor. 


Riding and 


Crops, breeches, and 


Arthur Fraser, 
flattering 


A sylvan setting created by 


Marshall Field & Co., 


forms a 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


background tor five “nymphs” ino summer 


breath 
and Washington 


frocks-of-the-evening, out for a 
in the State 


Grass matting spreads ovet 


time 


t country air 
corner window. 


the floor, and covers the circular stepped-up 


platform to simulate a terrace. Two chanti 


cleers add a convincingly rural note. Formal 


white stone-composition benches against a 


placed on 


Variety of realistic trees are 


r~ 


either side of the scene for balance This 
display is pictured. 

Fraser does a series of small window sets 
under the general title “White Is Headline 


News.” First of these, for “Playtime” fea 
tures two athletic young women in_ play 
suits, with a bicycle, tennis rackets, and a 


atmosphere 
outfits for 


picnic basket thrown in_ for 


Companion displays show white 





» al 










































































































“Country.” the “Beach” and “Town Wear.” 


This series does not appeal here. 


“Change Keys” advises ingenious J. W 
Campbell, Carson Pirie Scott & Co. ash 
sets up a gay symphony of washable drap 
eries and slip covers. (Illustrated at top 
of page 52.) Center of attraction is a baby 


grand piano, half hidden by a rhythm 


sweep of materials following through trom 


several panels of curtainings covering a 


background ceiling-high window \ 


Ping 


ham bow, matching the plaid slip cover « 


an arm-chair at left, valance 
Seated on the 


contemplating the 


serves as a 
piano bench ts a 


array \ 


mannequin 


draped = sid 


doorway, a drop leaf occasional table, and 
a modern floral painting complete the inte 
rior set 

One of several arresting Decoration day 


displays conceived by Display Director Con 


stance Christen, Mandel Brothers, is shown 
on page 52. Walls of the set were powder 
[Continued on page $524 


—Above, by Paul Wertz, The Fair Store. 
Left, by Arthur Fraser, Marshall Field & Co. 

(All photographs by courtesy of Fred 
Kuehn, Photographers, Chicago— 
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New York Displays biunge 


Headions Into Jummer 


True to tradition, the Memorial day holi 
day marked Manhattan's headlong plunge 
into summer with a gallant flutter of red, 
white, and blue. From here on, the summer 
panorama that has unfolded along Fitth 
avenue becomes a_ brilliant spectacle of 
frolic and fun, blending the relaxation of the 
south seas, the rustic simplicity of a state 
fair, and the sophistication of-swank resorts 
into one great melting pot of atmosphere 
and color. Beachwear in lovely subaqueous 
colorings washed in on the crest of foam 
capped waves . bright cottons frothing out 
of sudsy washtubs flutter on backyard lines 
in celebration of National Cotton week 
sun-baked colors borrowed from an exhibit 
of Mexican art to inspire a whole range ot 
picturesque fashions . never has there 
been such a diversity of ideas or such a 
wealth of displayable wearables to highlight 
the summer scene 


Summer is launched at Bamberger’s with 
the appearance of the smart green and 
white awnings which mark the opening of 
their men’s summer shop traditionally titled 

Under the Green Awning.” Throughout 
the summer this green and white awning 
trim is carried in the second floor men’s 
department and in a special section on the 
main floor, with newspaper advertising and 
other publicity all) carried on under this 
catchy slogan. 

Tying up with the current opening of the 
shop, four windows (first illustration) 
announced that “Leisure-time clothes for 
men are all collected Under the Green Awn 
ing,’ and in each of the windows a single 
male mannequin was accordingly posed un 
der a green and white striped duck canopy 
mounted on a white iron frame. The at 


By KATHLEEN RIVERS 


Worsinger Window Service, New York City 


mosphere of each setting was slightly 
varied, with a nautical mood induced in this 
window by such sea-going paraphernalia as 
a life preserver hung on the light blue cen- 
ter panel, coils of rope and a hurricane lan- 
tern, and the white oar which the mannequin 
rests against his shoulder. The floor is 
strewn with a patch of clean white pebbles 
enclosed in a border of neat pink simulated 
brick. Casual accessories to supplement the 
featured costume are draped informally over 
the blue beach chair. 

This is one of four prestige men’s win- 
dows on Market street recently equipped 
with new permanent backgrounds of plex- 


wood veneer, each one done in a different 
finish to allow full scope in the presentatio 
of merchandise colors. Maurice Rosenblu 
is in charge of display for this store. 

Highly imaginative and filled with drean 
like fantasy was the setting created by Dis 
play Director Sidney Ring, Saks-Fifth Ay: 
nue, for a dramatization of pale green sun 
mer beachwear. 

On the skeleton of a wooden-ribbed sail 
boat bleached to a faded, weatherworn red 
a mannequin in pale green with suntann 
skin and flaxen hair is poised like a youn: 
Norse goddess against a sail of sparkling 
white snowcloth. The boat itself is afloat 






























on a semi-circular plateau covered with thi 
scintillating white cloth to suggest a white. 
frozen sea, relieved by a drape of the pal 
ereen fabric repeating the color worn b 
the mannequin. The show card, also touched 
by a frosty hand, is of clear glass fram 
in white wood with the green lettered text 
“Frosted Green—cool young color debut ot 
the beach scene.” The backwall is) white 
and cold bluish light enhances the in 
tensely dramatic mood of the window. 
“Cottons as Fresh as Watermelons,” ot! 
fruits and vegetables equally pleasing t 
the palate, made amusing headlines for cot 
ton fashions presented by Display Directo: 
Samuel Blum, Gimbel’s, during Cotton 
week—the fruit or vegetable named on the 
card being used in each case as the piece 


—Upper left, by Maurice Rosenblum, Bam- 
berger's, Newark. ... Upper right, by Sidney 
Ring, Saks-Fifth Avenue. .. . Left, by Samuel 
Blum, Gimbel's. . . . (All photographs by cour- 
tesy of Worsinger Window Service, New York 
City) — 
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—Right, by Sidney Ring. ... Center, by Irving 
Eldredge, R. H. Macy & Co. ... Below, by 


James Gosling, Jr., Franklin Simon's— 


de resistance of the window. (Third photo 
eraph.) 

Real watermelons lacquered to a_— shiny 
brightness are the highlight of this display, 
piled high in a little wooden fruit stand pro- 
jecting at an angle from the gaily painted 
scene on the background. To provide con 
trast for the shiny green of the melons, the 
stand is painted in the bright pink of the 
melon meat with scallop trim of white; this 
color scheme is repeated with melons 
grouped beneath the stand on the pink tile 
floor. \ccessories and colortul jewelry are 
strewn casually over the fruit stand, in the 
gardening basket held by one figure, and 
on the white bench. \ clever device used 
in these windows was to have the cut-out 
script spelling out “Cottons” covered in 
the actual fabrics of the fashions. This 
same technique also was used for the card in 
the fruit stand, which has “Cottons” in the 
dress fabric applied over a smear of pink. 

Noted for his distinctive touch with 
jewelry, Sidney Ring has revamped a single 
large front window at Saks to create a lux 
urious new. setting for fine jewelry and 
costly gifts. 

Heavy silk cord in a rich ivory tone 1s 
hung strand by strand back of the glass to 
foreshorten the window and divide it into 
shadow boxes about 1 by 2 feet in size, 
framed in ivory velvet. Black velvet pads 
interchangeable with any other fabric tex- 
ture or color depending on the merchandise 

line the boxes, the floors of which are 
tilted slightly to the rear to give maximum 
visibility to every item. Lighting is pro 
vided by frosted tubular lamps carried 
along narrow openings in the front over 
head of each individual setting. For the 
first unveiling of this new technique, a col- 
lection of sparkling pieces in flower colors 
was presented under the heading of “Cos 
tume Jewelry from our brave new collec 
tion of imports,” two of the sections tea 
turing pastel gloved hands, one holding a 
clear plastic scroll on which this message 
was inscribed. Curved lengths of the plas 
tic clustered with the jewelry formed the 
simple arrangement of the other two. set 
tings. This display is pictured at the top 
ot page ig F 

Enchanting vistas of summer are reflected 
in the lenses of a pair of giant sun glasses 
which lend the significant note to the show 
card theme—"“See and Be Seen in Macy's 
Play Shoes.” The glasses are fashioned 
like huge daisies or sunflowers with a frill 
of white paper petals and a rim of yellow 
wood framing the amber tinted cellophane 
lenses. The wooden frame is painted dark 
green so that each side piece might suggest 
a stem. Outdoor scenes of trees and hills 
and clouds are painted in opaque colors on 


the reverse side of the lenses and lighted 


rom the rear to stand out as if in pet 
spective, and the gay and colortul play shoes 
actually seem to be stepping right out ot 
the summery scenes onto brown, cork-coy 
ered ramps radiating trom the center of the 
lenses. The curved wings framing this set 
ting are covered with reed matting which 
[Continued on page 47] 


DISPLAY WORLD 


Ath htt s tt 


x 
\ 
‘\ 
NS 
Sy 
‘S 
‘\ 
SS 
SN 
R\ 
SY 
‘S 
\s 
‘ 
SNS 
NS 
N 
SS 





VIUAPAPELLPLLRE 
SUCLAPAPAPBLLPAPPPDPDPLLD A 


LID 


YLLIIIITLLLL I 


VALDLAAAABPA AMAR Mf fe 


7 


CAMLLAAAA ANAL 















































DISPLAY WORLD 


Interpreting Jummer Mocds 


JUNE, 194 





Via Los Angeles Displays 


By HERB CROSS 


"Dick'' Whittington, Photographers, Los Angeles 











lor the past several months the “young 


man’s fancy” has undergone a number of 
stages in his window display romance. He 
and his mannequin sweetheart attended the 
Rose Bowl football classic, then tried thei 
luck with the sport of kings at Santa Anita, 
they played near the ski lodges of snow 


man's land, or for fun in the sun, near the 


desert spas of Palm Springs and = Death 
Valley. They wowed the public at the Eastet 
parade with their lovely pinks, powder blues, 
and striking tweeds Phe night clubs and 
Hollywood rendezvous then attracted the 
gay couple where they showed off color, the 


California way, as it will be worn by the 


movie stars rustling taffeta with tiny 


checks, sunkist vellows and pastel greens. 


With the month of June, thoughts of grad 
uation and marriage enter the picture 
Reminiscing brings to light a few items 
which have appeared and flourished in local 
displays. Simplicity has become the key 
note, the windows showing studied simplic 
itv and good taste no matter what subject 
is presented. Unusual effects are being cre 
ated by the application of new developments 
in plastics and illumination. Harvey Pettit, 
J. W. Robinson Company, is using a sphert- 
cal hight which never before has been recog 


nized in local display, and which gives a 


beautiful spotlight effect. The use of nat 


ural flowers has also been noticeable, more . 


so than in many vears. Perhaps the mora! 


of cheertul flowers in contrast with 


influence 


world events has something to do with t] 
particular trend. 

Many thrilling wedding creations as 
found in current displays. “When a mai 
marries, crisply gay is the sports trousseau 
says a J. W. Robinson window. In anothe 
prominent store the appointments for tl 
Dride’s home were shown. \s a) brid 


ereat delight 1s to entertain triends in her 


new home, Barker Brothers displayed mei 


chandise which would increase its comfort 


and accent its charm. Furnishings for the 
various types of homes were shown in thei 
newest designs for the mountain hon 


for the beach home. “A dream bride i 


ivory-tinged lace for that tragile, cherished 


look” is the caption for the May Company 
Wilshire bridal windows. 

With talk of war on all lips, James Buck 
lev, Saks-Fifth Avenue, Beverly Hills, in 
































stalled a clever series of windows with a 
patriotic theme. The title of the series was 
“For Peacetul Waterfronts.” One window 
had Uncle Sam as a life saver at the beach, 
sitting atop a rescue tower with an un 
conscious mannequin clad in a daring sun 
suit on his lap \nother window had the 
caption, “Fine Foundation,” and showed the 
Statue of Liberty complete with torch. Th 
striking feature was that the statue was en 
cased in the Constitution of the United 
States. Another window shows a girl play 
ing badminton with a red, white, and blue 
“bird.” The “bird” has a tag on which was 
written “lite, liberty, and the pursuit ot 
happiness.” A) majestic stuffed) Americat 
cagle was suspended trom the top of the 
display with the words “Keep It Going™ im 


—Upper loft, by James David Buckley, Saks- 
Fifth Avenue, Beverly Hills... . Center and at 
left, by Harvey Pettit, J. W. Robinson & Co. 
. .. (All photographs by courtesy of “Dick” 
Whittington, Photographers, Los Angeles— 
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-At right, by Charles Borum, Desmond's- 
Wilshire. . . . Center, by John Cook, Coulter 
Dry Goods Company— 


a balloon trom its mouth. The badminton 
net was a map of the United States. Still 
another window in this excellent Buckley 
series showed the “Wave of Native Pride.” 
A huge blue wave 
most of the window, while a mannequin 


~f spun glass covered 


dressed in red and white looked on. Th 
window pictured here from this series shows 
a mannequin dresesd in deep sea diving 
gear with a tag “Monroe Doctrine” on his 
shoulder. In his arms he holds a girl dressed 
in a red and white polka dot bathing suit 
bearing a tag “Democracy.” This tag was 
tied to her wrist by a piece of seaweed. 
From her foot hung other pieces of beach 
apparel, while in the foreground was a_bot- 
tle with the “Waterfront” inscription in 
side. The thoroughness of these windows 
was absolutely intriguing. 


LAY WORLD 











The next window is by Harvey Pettit. J. 
W. Robinson's, and emphasizes the impor 
tance of fine lingerie and negligee in the 
bride's boudoir. A mannequin wearing a 
beautiful sleeping gown looks in her hand 
mirror. At one side are strewn garments of 
lace from the trousseau. This window was 
particularly attractive due to thé delicate 
handling of the design. Attached to the 
Iront glass, and covering all but one oval 
section, was a fine starched lace. The lace 
was embellished by blossoming flowers 
along the edges, and wedding bells from the 
top. Another appealing detail in the display 
Was a sketch of the mannequin’s chiffonier 
on the background. Instead of painting the 
floor drop from this chiffonier Pettit had 
laver after layer of a delicate lace. The 
lumination was soft and romantic. 

“When a maid marries, a tailleur is het 
choice for going away” is the title of the 
honeymoon window, also by Harvey Pettit. 
The feature of the display is the clever tieup 
with a railroad called the “Honeymoon 
Line.” From the background is suspended 
a gargantuan continuity of railroad tickets. 
\ close examination of these tickets reveals 


nany hours of caretul display planning. For 






























instance, the tickets were issued by |) 


Cupid; the railroad insignia is a= cupid’s 
bow and arrow; the towns which are listed 
include Blissburg, Paradise, Lovers’ Cove, 


and many other similar names hese tick 
ets were “non-transterable.” and were 
punched with a heart. The mannequins at 


luggage in the display were strung with cor 
fetti and flowers. At one side was an ele 
tric sign which blinked “Orange Blossor 
express on Track 1.” Railroad pamphlets 
ribbons, and bridal bouquets helped conve 
the honeymoon theme The window was 
luminated by two spherical spotlights, tl 
latter reterred to earlier in this article. 

The next window pictured (top of page 
9) is by Charles Borum, Desmond’s-Wil- 
shire. Movable partitions are built into this 
store’s windows, enabling the display to o¢ 
cupy twice the usual space In a window 
such as this “Tropitex” men’s wear offering, 
the innovation plays a large part in its at 
tractiveness 

The second window pictured on this pag 
is by John Cook, Coulter Drv Goods Con 


pany, and displays bridal outfits lovely as 


[Continued on page 51) 
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Lanner Convention Promised 


I spent some time in Detroit a week or 


two ago and saw at first hand the efforts 
the Detroit Display Club members are put- 
ting forth to make the forty-third Interna- 
tional Association of Display Men conven- 
tion a bang up success. 
course, is to be held at the Hotel Statler, 
June 24-27. : 

It was immediately plain that this is not 
just an I. 
ID). M. program backed up with civic pride 
that spurred on the Detroit group to ar- 
range features that promise to surpass any- 
thing that you have yet received in return 
for a $2 registration fee. 

They have arranged a Sunday night party 
that promises to be a “lulu.” They have 
arranged for you to be given a lake steamer 
ride and entertainment on Monday night- 











The meeting, of 


A. D. M. program—it is an I, A. 





By JOHN L. KING 
Managing Director, |. A. D. M. 


without charge. They have arranged for 
their local merchants to visit the exhibit 
rooms on Tuesday night and see for them- 
selves what is going on in display. They 
have arranged a banquet in your honor for 
Wednesday night—a_ superlative cuisine, 
backed up by a floor show that will open 
your eyes. 

The Detroit club has combed the country 
for the foremost speakers on display sub- 
jects, as the program below explains in 
detail. As further evidence of Detroit’s in- 
tention of putting on an outstanding con- 
vention, after the spending limit was reached 
from the I. A. D. M. standpoint, the club 
decided to go ahead and spend $500 of its 
own money for a “decoration” that will 
be a fitting example of display by and for 
displaymen. 





—''See you in Detroit!"'— 


Take advantage of this opportunity for 
post-graduate course in display and capita 
ize on all the opportunities the Detroit clu! 
is offering you. Here is the program j 
complete detail: 


Sunday, June 23 


Registration—Ballroom floor. 
Sunday night—Cocktail party. 


Monday, June 24 


(Displaymen’s Day) 


:30—Ford Dixie Eight—Nationally famous 
Ford Motor Car Company singers. 

9 :45—Donald A. Ferguson, president, Dx 
troit Display Club. 

:50—Charles F. Wendel, display director, 
The J. L. Hudson Company, Detroit, 
chairman of the morning session. 

9 :55—Invocation, Rev. Richard Plummer, 
pastor, Woodward Avenue Presbyterian 
Church. 

10 :00—Address of Welcome, Edward J. Jeff 
ries, Jr., mayor of the City of Detroit. 
10:05—Response, J. B. McCann, president, 

International Association of Display Men. 

10 :15—Address, Lothar Dittmar, display di- 
rector, The D. M. Read Company, Bridge- 
port, Conn. (Dittmar was convention 
chairman of Detroit's 1927 convention—at 
which convention the I. A. D. M.. had 
more than 1,500 displaymen_ registered.) 

10 :30—Address demonstration, E. B. Fitch, 

merchandise manager, Graphic Arts Divi 

sion, The Sherwin-Williams Company, 

Cleveland—“The Importance of Color in 

Display Merchandising.” (What color can 

do to merchandise, and what color can 

mean to display will be discussed and 


7 


demonstrated.) 

11 :00—Address, Robert O. Johnson, display 
director, The Commonwealth Edison Com 
pany, Chicago—“Can You Speak About 
Display?” (Too few displaymen have eve! 
given this subject very much considera 
tion. He has a message of importance 
aggressive displaymen will listen.) 

11:15—-Address demonstration, Oscar Lee, 
president, Crystal Fixture Company, Chi 
cago “Plastics—The Part They Are Play 
ing in Display.” (What do you know about 
plastics? How should your Lucite fix 
tures be treated? What new designs hav 
been introduced in plastic display equip 
ment? These are just a few of the ques 
tions and problems Lee will answer and 
demonstrate. ) 

11 :30—Visit manufacturers’ displays. (Three 
complete floors in the Hotel Statler ar 
filled with display exhibits by displa) 
manufacturers. Don’t miss a single ex 
hibit.) 

12 :30—Noon luncheon—Ballroom, J. B. M: 
Cann, chairman. (Every I. A. D. M. mem 
ber, as well as every display club office! 
will please attend this luncheon. A round 
table discussion will be conducted.) 
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10:00—Address, Carl V. 
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2:0—Donald A. Ferguson. 

2:05—H. W. Weaver, display director, The 
F. G. Clayton Company, Detroit, chair- 
man of the afternoon session. 

2:10—Address, Frank Bingham, display di- 
rector, Robertson Brothers, South Bend— 
“Think This Over.” (DISPLAY WORLD 
readers are well acquainted with Frank 
Bingham’s column, “Think This Over.” 
Bingham brings us face to face with the 
facts that make his column.) 

2:20—Address demonstration, Dr. Sacha S. 

Schnittman, The American Fixture Man- 

ufacturing Company, St. Louis—‘Sculp- 

turing the Modern Display Figure.” 

(While Dr. Schnittman comments upon 

the use of the modern figure in the dis- 

play window, Francine Clark Schnittman 
will show just how a mannequin is sculp- 
tured.) 

‘40—Address, John T. Chord, display co- 

ordinator, The Ernst Kern Company, De- 

troit—"“The Display Object of Non-Objec- 
tivity.” (The Guggenheim Foundation has 
established a museum in New York City 
where non-objective art is on permanent 
exhibition. A visit to the gallery resulted 
in the question—“What is the application 
of non-objective art to retail display?” 

The object of Chord’s address is relative 

to display as we may find it tomorrow.) 

3:00—Address demonstration, W. K. Wood- 
ruff, The Celluloid Corporation, New York 

City — “Cellulose Acetate in Display.” 

(Woodruff has seen the tremendous pos- 

sibilities of plastics for effective display. 

A few of these possibilities are demon- 

strated.) 

:20—Address, Joseph FE. Hanson, manager, 

Sales Promotion Division, National Retail 

Dry Goods Association, New York City— 

“Co-operating with Retail Display.” (How 


mr 


can the aggressive co-operation of retail 
display be secured? The answer to that 
question has long puzzled dispiaymen. 
Hanson has given it considerable thought, 
and would like to make known his_ find- 
ings.) 

30—Who Are the Lucky Displaymen? 
(The Sherwin-Williams Company, Cleve- 
land, Ohio, is offering more than 100 
prizes with a value from $50 to $1 each. 
These prizes will consist of actual mer- 
chandise such as display colors and _ fin- 
ishes, projectors, display papers, books, 
stapling machines, etc. All you need do 
to win one of these many prizes ig register 
at the Sherwin-Williams Company ex- 
hibit. The drawing for the prizes will be 
made at the close of each afternoon pro- 
gram session ... be sure to attend.) 


3:35—Visit manutacturers’ displays (Every 


display manufacturer has some new dis- 
play fixture, gadget or idea you should 
see. Don't miss a single exhibit.) 


Monday night—Moonlight boat ride, dane- 


ing, and entertainment. 


Tuesday, June 25 


(Retailers’ Day) 


9:30-—Ford Dixie Eight. 
9:45—Donald A. Ferguson. 
7:0-—Charles KE. Boyd, secretary, Retail 


Merchant's Association, Detroit, chairman 
of the session. 

Haecker, display 
director, Montgomery Ward & ee. Chi- 
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cago—"“Talking About Retail Display.” 
(Haecker never tails to inspire display 
men with his consideration of the display 
problem. When the tension becomes too 
great, he relieves it with just the right 
story.) 


10:15—Address demonstration, Hugh Gra 


ham, Graphic Arts Display Division, Th 
Sherwin-Williams Company, Cleveland 

*“Paper—The Versatile Display Medium.” 
(What do you know about paper—as a 
medium for more effective display? Gra 
ham has a few tricks in his paper bag 
which should give you cause to consider 
the medium more seriously.) 


10 :35—Address, Joseph Apolinsky, display 


director, Loveman, Joseph & Loeb, Bir 
mingham—"Institutional Displays for the 
Retail Store.” 
considered one of America’s most out 


(Apolinsky has long been 


standing displaymen, particularly as cre 
ative institutional displays are concerned. 
He has produced series upon series of et- 
fective displays for Loveman, Joseph & 
Loeb. The formula is simple—the result, 
increased retail sales.) 


10 :50—Address demonstration, W. R. Hutz, 


Rohm & Haas Co., Ine., Philadelphia- 
“Acrylic Resin Plastics in Displays.” (Plas- 
tics are with us whether we know about 
them, care about them, or like anything 
about them. Too few of us recognize plas- 
tics when we see them. Hutz presents a 
new picture of their use in display and 
in retailing.) 


11:15—Address, Everett W. Quintrell, dis- 





"We'd like to leave our forwarding address in case we leave anything—or if you're ever in Omaha.” 


play director, The Elder & Johnston Com 
“You're Telling Me?” 


(Quintrell uses the “question and answer” 


pany, Dayton 


system to obtain information about dis 
play. So, instead of the usual “I’m telling 
you” method, he reverses the system.) 
30—Visit manufacturers’ displays. (It's 
always the “line” you miss that contains 
the item you wanted.) 


12 :30—Luncheon—Ballroom, Joseph Hickey, 


president, Detroit Retailers, chairman 
\ddress, Steven S. Jay, vice-president, 
Detroit 
“Training Youth for Display and Retail 
ing.” (The road to display 1s filled with 


The R. HH. Fyfe Company, 


youth tresh from educational centers, 
eager to show tlieir mettle, but lacking in 
practical display knowledge. What ts dis 
play doing: What is retailing doing 
about training youth for tomorrow ?) 


2:00—Donald A. Ferguson 


2:05—Harvey Campbell, vice-president, De 


troit Board of Commerce, chairman. of 
the session. 


2 :10—Address, Herschel Lutes, merchandise 


manager, The J. L. Hudson Company, De 
troit—“The Importance of Displays in 
Selling Merchandise.” (A_ retail store 
isn't in business to sell display; it’s in 
business to sell merchandise. But the 
store that appreciates display stands the 
best chance of selling the most goods. 
Lutes will tell us why display is important 
to successful retailing.) 


2:25—Address demonstration, Captain H 


[Continued on page 69] 
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is Changing Display 


By HARRY EASTHAM 


Burdine's, Miami 


\ undergoing main message of display was price during stores that are not fitted for this typ 
hanec last few vears. Dis this period. \s times grew better, stores display. 
began to remember that there were three We believe in striking a happy mediu 


gone a long wa trom the not-too 
important things in the choice of a cus Inasmuch as this is a department store tl 


when the storekeepel used to 

; new shipment ot tomer's selection of a store. One was serves a variety of customers, both loc 
his window to let the townspeople quality, one 
new merchandise. Since that was prestige. \s store owners” realized the United States, we believe in a typ 


was tashion-rightness, and one — people and visitors who come from all ov 


the 
have gone through several “eras” these things, window display in these stores display which, for the most part, has 


lay. We have gone through the period — entered into another era, that of dramatizing plicity for its keynote. By this we m« 

e believed that a window should be and glorifying merchandise. that the merchandise itself should be 
rough the era in which we used the “beau tizing merchandise, there appeared three by highly decorative props, lighting, a1 
ful” wax figures. We have gone through schools of thought. First, the school of the backgrounds. However, we are well awar 
he era of the glorious twenties with the bizarre and 
laborate wood and caenstone backgrounds simplicity and naturalness; third, the ol the dramatization and enhancement of me 
a school of mass display. The bizarre and chandise and we realize that it takes a 


tuffed full of merchandise We have gone In the process of glorifying and drama- center of interest and should not be subdu 


exotic; second, the school of — of the importance of each of these things 


hen every window was decorated with 
ot of flowers exotic school tempted many stores, as it dicious combination of all these things t 
Phen along came the depression era when = © ated great customer interest. It is being make a good display. 

splay budgets were cut to a minimum and used to great advantage by a number ot As far as backgrounds are concerned, \ 


firms today However, there are many endeavor to keep them as simple as possibl 
Our background interest is created by dit 
ferent curves, angles, and planes. Our Flag 


indow display had to get along as best it 
oul this YTOV y Ss k of lz b- . : 
z : ee view - — —The displays seen on these two pages are 
ate ac RErons s, we discovered the won typical of those used by Burdine's, as de- 
lers of the paint bucket, wall board, an] scribed by Harry Eastham in the accom- 
nctional poster type backgrounds. rhe panying article— 


ler street backgrounds are so arranged that 
they can be removed and_ suitable back- 

















grounds installed for whatever the occasion 
may demand. Our First street and Miami 
avenue windows are so that we 
can install atmosphere backgrounds in the 
center of the 


designed 


windows, leaving the side 


panels, or we can cover the entire back 


ground as the case may be 

\s far as lighting is concerned, it plays 
an extremely important part in our window 
set-up. We lighting 
equipment which is theatrical 
lighting. Our lighting 
designed and installed by Eleanor Le Maire, 
interior store designer and color specialist. 


have very elaborate 
similar to 
Stage 


present was 


Several 
ment with 
in our display 


years ago we started to experi 
lighting 


realized that 


colored theatrical here 
windows as we 
this type of lighting was fast becoming one 
of the most powerful factors in window dis- 
play promotion. 

Our first experiment was with white spot 
lights—which was a step in the right direc 
tion trom the old manner of light 
ing which, as we all recall, flooded the win 
dow with bright light. With 
lights we were able to highlight mannequins 


window 


white spot 
or individual pieces of merchandise, but we 
soon discovered that while we were draw 
ing our customers’ attention to that which 
still 
enhancing the merchandise. It was a short 


Wwe wanted to emphasize, we were not 
step and a quick one to our colored light 
this 

white 


ing. Even though great im- 
over the 


Wished to be able to change both the color 


Was a 


provement spots, as we 


and the mood of the background as the type 





—Colored lighting is used extensively in 

Burdine display; while merchandise always 

dominates the windows, the importance of 
dramatization is not overlooked— 


of merchandise was changed (1. e., beach 


wear to men’s clothing or evening dresses), 
we felt we could obtain an easy, fast, and 


highly satisfactory change of color in out 
backgrounds by the use of lights rather than 


each 


by painting our backgrounds — tor 
change. 

is changed, we 
that it hat 
merchandise 
lights 
the correct 
It can add 
merchandise and general ap 


Every time a window vary 


the lighting color scheme so 


monizes and dramatizes out 
We feel that the colors of the 


be watched closely at all times; 


must 


use of lighting 1s all important. 
much to the 


pearance of the window 
As: dar as 


props are concerned, we run 


the gamut from real trees to huge colored 


mammies constructed in our own shop. Out 
to build 
from birds’ nests to the exterior of a South 


department is equipped anything 


which we used recently 


tact, 


ern Colonial home 


for our Cotton shop. In nearly all 


of our props for both interior and window 


display are constructed in our shop. Inas 


much as we are so tar removed trom the 


market, we are compelled to rely 


upon our own resources fot 
decoratives 

We have windows on three streets 
street devoted 


presentation of our high 


Flagler windows are 


stvle merchandise. 


held together with 


Here the entire battet 1s 


a theme that is applicable to both men’s and 
women’s ‘ar or to the presentation of a- 
new tashion or a new color or 
motion. We find that by 
battery ot 
great deal of interest and customer 

Our Miami 
to the promotion of our Budget departments 


fabric pro 
dramatizing one 
idea in a windows, we create a 
response 
avenue windows are devoted 
and our home furnishings departments 
First street 
to ready-to wear, 


Our windows are devote 


fabrics, shoes, luggage 
children’s wear, et cetera 
Our Miami Beach Shop windows on Lin 


coln road are devoted to the showing ot 
both met 
these 


1S possible to 


our smartest resort fashions fort 


and women. The backgrounds of 
open so that it 


into the 


windows are 
low k 


store is a display The 


through shop, as the entire 
windows were con 
structed this way as the interior 1s very 
inviting We 


these windows 


also use colored lighting in 


\s far as our displays them 
concerned, 


selves are strict simplicity is the 


keynote; they are treated from a specialty 


shop angle rather than a department stor 
angle 
\s far 
believe in stressing it 
a field that has 


Interior display 


as interior display is concerned 
more and more It 1s 


been overlooked too long 
occuples an important post 
tion in our displa ip here at Burdine’s 
We make evet 


displays as attractive 


effort to have our interior 
as our windows. The 
regular schedule and are 

with the 


lows 


are changed on 


most cases tied up theme we 


promoting in the wit 
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Display Figures Prominently 
In New James L. Tapp store 


One of America’s most modern stores \ is 
opened with due formality a few weeks ago 
by the James L. Tapp Company on the sane 
location which the firm has occupied in 
Columbia, S. C., for more than fifty years 
A glance at the photographs shows that 1 
presentation of merchandise through display 
has been given a preeminent place in thy 
store design. 

The building is entirely new; the four 
floors occupy an area of over 70,000 square 
feet. The building is completely fireproof 
and has automatic elevators, air condition- 
ing, and the latest in lighting, colors, and 
interior equipment. 

Nothing was left undone to create an effi- 
cient department store of the most modern 
type. Before planning the = structure the 
owners and designers surveyed the best tea- 
tures in various stores throughout the coun- 
try in order to incorporate into the new 
building the most successful practice in 
service facilities, lighting, arrangement, and 
traffic circulation. 

The interior was designed by E. Paul 
Behles, New York City designer, whose 
firm served as consultants to Lafaye, La- 
fave and Fair, Columbia architectural firm, 
in the planning and designing. 

L. O. Gilmore is in charge of display for 
the beautiful new store. 

On the exterior, the building is a simple, 
dignified, monumental structure faced up to 
the second floor with blue-gray Tremolite 
stone and with a white concrete superstruc 
ture. The marquise over the entrances is in 
extruded aluminum. 

The display windows are flanked on the 
inside with a new type of “picture frame” 
display wings and dramatized inside the 
glass with stage lighting. The wings are 
shown clearly in the lower photograph on 
the opposite page. 

Many new features have been introduced 
on the interior, among which are: glassless 
indexed show cases; functional ceiling 
domes; blended (daylight) store lighting; 
marine elevator fronts; winding French 
stairways; first floor “stratosphere” walls; 
Crystal lingerie shop; fashion rotunda done 
in deep thistle; Colonial bridal) shop in 
plush; concourse for “Models on Parade; 
footwear “Fashion Circle” in canary; clover 
leaf dress shops in lacewood; boys’ and 
young men’s areade; “Magic Fountain” 
room and dinette; functional furniture dis 
play floor. 

On the first floor, the conspicuous features 
are the large functional light domes in the 
center of the ceiling (illustrated in the set 
ond photograph on page 14) and the impos 
ing, wide curved French stairways on thi 
side walls. The ceiling light domes = ar 
25-feet in diameter, highly illuminated with 
flood lights. 


—lIn the illustrations at the left are seen por- 
tions of the Fashion Floor, the first floor, and 
the young men's shop. Dramatic lighting and 
novel uses of color characterize the store— 
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—The footwear department is in the form of 
a triple-curve salon finished in canary. . . 

The display windows are flanked on the aside 
with "picture frame’ display wings. Stage 
lighting is used— 





Wide stairways curve gracefully on the 
side walls of the first floor into “up” and 
“down” sales floors. So attractive are they 
that it is expected that the stairways will 
compete with the elevators in leading traffic 
» adjoining sales floors. 

Striking features on all floors are the new 
marine elevator fronts with aluminum, auto- 
matic elevator doors. Murals of large pro- 
portions are placed over the doors and ex- 
tend to the ceiling. The murals depict in- 
dustrial, educational, and agricultural scenes 
of South Carolina. 

The lighting of the interior is perhaps one 
of the finest ever developed for store use. 
It consists of a combination of fluorescent, 
spot, and indirect lighting. It is entirely 
uniform, shadowless, and an extraordinarily 
close approximation of normal daylight. 
Special attention was given to developing a 
suitable color blending for the light with 
the idea of enhancing the customer's com- 


plexion as well as the color of the merchan- 
dise. 

The first floor is devoted to small wares 
and merchandise. An added attraction here 
is the curved stratosphere wall line, with 
recessed fixtures and recessed merchandise 
at the walls. The woodwork is pecan gray 
in color, with French putty-gray walls and 
columns. 

\ new fixture introduction is the glass- 
less show case, with indexed stock compart- 
ments in the rear. These replace the con- 
ventional glass cases and are said to display 
merchandise more attractively and to make 
selling faster and easier. 

The footwear “Fashion Circle” 1s a spa- 
cious triple-curved salon in canary finish 
and with built-in, winding settees. (Second 
illustration, page 15.) The walls of the bowl 
are in curved decorative plaster with deep 
colors and flat display niches. 

The second floor is devoted to women's 
outer apparel, millinery, lingerie, corsets, 
negligees, junior and misses wear. It is 
known as the “Fashion floor.” In plan, this 
floor is composed of a series of circular spe- 
cialty shops all arranged in a carefully un- 
symetric form and with different finishes, 
surrounding a concourse. ‘ 

Outer apparel departments consist of a 
rotunda for better dresses, with adjoining 
shops for bridal wear, pin-money frocks, 
sports wear, evening wear, coats, etc. 

The rotunda mentioned above is the focal 
point at ene end of the floor opposite the 
elevators. A portion of it is pictured in the 
first illustration on page 14. The finish is 
in decorative plaster, with a floodlighted 
ceiling dome and with walls finished in a 
deep thistle color, accented with massive 
mirrors and niches for mannequins. The 
merchandise is entirely concealed. 

\djoining the rotunda is a Colonial bridal 
shop with deep Delph blue plush-covered 
valls and with an ivory trim and furniture 

harmonize. 

The salon for furs and the shop for sports 
vear are semi-circular in form, with fig- 
red English gray woodwork and adorned 
[Continued on page 53) 
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Daim Beach settings 
by William Arinow 
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—These eight windows—all but one devoted to the display of Palm Beach 
merchandise—were created by William Arinow, The John Shillito Com- 
pany, Cincinnati. Lighting was kept relatively subdued, with spotlighting 
on the principal figures in each window. Cool palm thatch, bamboo, and 














natural foliage figured prominently in the series. Of particular interest 

is the display at the upper left, in which miniature Palm Beach-clad fig- 

ures were placed in a sand and palm setting. The windows showed Palm 
Beach apparel in nearly every conceivable setting— 
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NEW YORK—15-17 West 36th - ATLANTA—Melvin S. F Co, « BALTIMO RE—Willia: corp. » BOSTON—Eastern Displays, Inc. « BUFFALO 
Dutch & Son « CINCINNATI—Genera! Display Corp. « CHICAGO—Hecht Fixture « DENVER—Walter W. Martin « DETROIT—Art Products M 


l tg 
. » KANSAS CITY—National Equipment - LOS ANGELES—Grossman & Silvers » MINNEAPOLIS—L. E. Hier Display Equip. Co. « NEW ORLEANS 
Gulf States Disolay « PHILADELPHIA—Noaythons Display Fix. Co. « PITTSBURGH »W ees: play Equip. Co. « PORTLAND—Turner's Display Studio 
SAN FRANCISCO—Kehoe Disp. Fix. Co. - ST. LOUIS—Midwest Disp. Equip. Corp. »« MONTREAL—Miller's Disp. Fix., Reg'd. « HONOLULU— Bader and Co. 
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ramatic Display 


For Ihe Jeweler 


| During the past few years a rapidly grow- 
|| ing display consciousness among jewelers 
| has made evident the need for a display 


service designed to fill the jewelry store's 
problem of merchandise presentation via the 
The small size and precious qual- 
his make this problem quite 


ity of wares 


| window. 
distinctive, vet few jewelry stores can afford 
their staffs and 
devote sufficient 


displaymen on 


specialized 
| dithcult to 


find it 
| time to display 
the 
jewelers create window displays with greater 
appeal, the Silver Com- 
pany has been sending out display 


others 


Realizing importance of helping 


eve International 
sugges- 
tions in the way of photographs of distinc- 
arrangements, featuring not 


tive window 


only the company’s own silverware, but all 


the other lines of modern jewelry merchan 


dise 

These suggestions were appreciated and 
quite widely adopted, but many jewelers ad 
mitted that they and their small force of 
assistants were too much occupied with 


Letters came 
fin- 
the 


other work to carry them out. 
that it we would supply 
reasonable 


in suggesting 
ished displays at a 
jewelers would be glad to pay for them 


price, 


Thus encouraged, we began a new de- 


parture in manufacturer-to-dealer help 





Jewelers whose windows were notable tot 
their originality, leading display specialists, 
and manufacturers of display equipment 
were consulted, questionnaires were sent to 
the trade requesting information as to the 
types of display material preterred, and the 
replies were carefully tabulated. 
announced 


such universal buying mo- 


Based on these preferences 
and inspired by 
tives as romance, pride in the home, hospi- 
tality, thrift, quality, 
an initial group of 


presented. 


and appreciation of 


twenty-three displays 


Was These displays were de- 


signed to be versatile enough for use with 
jewelry, watches, china, and glassware, as 
silver—for counter, 
Kaeh possesses a high degree of 


well as window, or 
showcase. 
artistry and beauty 
press the character and prestige of a fine 


and is planned to ex- 


jewelry store. 

Some of the displays stand out as espe- 
cially popular. 
—Nowhere in these display set-ups does the 
name of the International Silver Company 
appear and the units are so designed as to 
be usable with other jewelry store merchan- 
dise besides silver. The displays are sold to 
jewelers at quantity cost price. All this is 
done by International in the interest of bet- 
ter, more dramatic displays for the jeweler— 


: 
‘he pipe ergan unit seen above has bee: 
in demand for wedding windows, offering a 
dignified and = out-of-the-ordinary wedding 
theme. The “organ” unit is of gilded wood 
with a white base. A length of white satin 
ribbon with the opening bars of Mendel 
sohn’s wedding march lettered on it ts 
looped around the pipes. Engraved cards 
and a_=sepia_ finished bridal photograp! 
carry out the idea. The copy reads: “Gitts 
for the Wedding and the Attendants.” 
\ handsome painting of a clipper ship 
framed with cord, serves as a reminder ot 
the convenience of the store's budget pa 
ment plan. Card copy is” explanatory 
“Don't wait for Your Ship to Come In 
Choose now what you Need. Pay as You 
Use.” This display is pictured at the lowe! 
left. 
In another display (lower right) a pair 0! 
charming dancers pose in front of a larg 
water color of a buffet table with a coo! 
summer color scheme. The unit can be fu 
nished with a turntable to make the figures 
revolve. Copy on the card reads: “Dan ; 
and Dine . Jewels for the One, Silver for AU 
the Other.” 
A particularly effective display = wa 
planned for the many young couples who a! 
[Continued on page 60] R 
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TAKE YOUR PICK 


AND WIELD IT TO 
Suir YOuUrRaIeer 


You can dig up at least fifty difer- 
ent poses from Barrango s Action 
Mannequin assortment. See our 


showing at the convention. 


C. BARRANGO CO. 
579 Market St. 


San Francisco 


AUTHORIZE 
S. As JAC ORS. FF2 


RYSTAL FIXTURE C 226 S. WABASH AVE. 
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i arger Garden Furniture Sales 
by “specialized” Display 


By HAROLD HOLDEN 
H. L. Benbough Company, Ltd., San Diego 
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It is the writer's belief that merchandising 
today is a thing of specialization, and that 
when this same specialized treatment is cai 
ried into display wherever possible, the r 
sult is the creation of an added incentive t 
buy on the part of a store’s clientele. 

I cite as an example a recent promotio: 
at Benbough’s. Garden furniture was th: 
featured merchandise and it was deliberate] 
typed, or specialized, for three locales—th 
tropical beach house, the town house, and 
the country home. 

In planning this promotion we based ou: 
ideas on the following theory: the averag 
person wouldn’t buy formal furniture for 
country cabin, but that same person woul 
give very little thought to his or her sele 
tion of outdoor furniture. In other words 
garden furniture seems such a casual thing 
to a shopper that she seldom considers it 
in its proper light as contributing comtort 
and beauty to a part of her home environ 
ment which sees much use during the hot 
months. 

Accordingly, we decided to use “special 
ized” displays to drive home the importance: 
of selecting garden furniture for specific 
settings, in this case the three mentioned 
above. We felt that this would point out in 
an unmistakable way that this merchandise 
should be selected thoughtfully, much as 
furniture for the interior would be bought. 

So with this 1dea uppermost in mind, the 
specialized outdoor furniture was bought 
and the promotion got under way. We think 
our point was borne out by the fact that a 
large increase in sales was registered over 
similar events in the past. 

It will be noted that the display treatment 
varied with each setting, ranging from 
rather elaborate for the “town house” win 
dow to casual for the country house—the 
latter pictured at the lower left and the 
former in the center illustration. The pre- 
cominant display idea was to portray spe- 
cialized merchandise for specialized settings 

Among the points of interest in these dis- 
plays one might cite the spectral palm tree 
at the right of the center photograph; this 
had a trunk defined by coils of wire, while 
the leaves were of transparent plastic. In 
the third photograph it will be noted that 
many tamiliar display props went into the 
construction—the rustic fence in the central 
background, the grass matting, the use ot 
a decorative display paper for the stone 
walk and well, and the like. 


—The average person pays great attention to 
selecting formal furniture for his home, but 
usually is careless when buying outdoor furni- 
ture. The management of Benbough's, San 
Diego, reasoned that ''specialized" displays 
could change this situation and events proved 
the correctness of the store's theory. The 
article tells how the problem was solved, and 
the results— 
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LIFE e COLOR e TRANSLUCENCY 


PLASTICS 


|| Ready-made or tailored 
to your needs 


FOR FALL, CHRISTMAS OR ANNIVERSARY DISPLAYS 








FROM A RAINDROP TO A REINDEER—ICICLE OR ICE- 

BLOCK AVAILABLE OR DESIGNED TO FIT YOUR PROBLEM 

CELLULOSE-ACETATE texturite * pis-PLastics 
Made of Lumarith 

ALSO STOCKED IN SHEETS & ROLLS, CLEAR & COLORED 
Non-Inflammable 

@ WRITE OR MAIL YOUR SKETCH TO THE 

PIONEERS OF PLASTICS FOR DISPLAYMEN 





J. M. GORDON & CO. INC. « 189 GREENE ST., NEW YORK, N. Y. 


Exclusive Distributors to the Display Trade of LUMARITH Through a Nationwide Dealer Service 
@e DON'T FAIL TO SEE OUR EXHIBIT AT THE DETROIT CONVENTION—ROOM D 
























SIZE OF 


IN TUNE WITH THE NEW DISPLAY TEMPO. 


= ge LUXOR Pretend 
ey 


45 feet 
LIST PRICE 


*3 


Per Roll 
and up 






FOIL - ACETATE + PAPER 
UIN COLORS and DECORATED PATTERNS 


PLEETO lends itself in a natural way for show cases, back- 
grounds, platforms, pedestals, columns, panels and floor 
coverings. It will snap on tight to whatever it is attached 


Will fluff, fringe or drape. Will follow 
curves and give unequalled luminous effects. 











Write for Free Samples 


OO LUXOR STUDIOS, Inc., 1140 Broadway, New York 
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Display Merchandising ... 





By De SAULT Ss cumaeshdliniiidiiaiee santa 








—This post decoration is to be used in 
a department or aisle featuring such 
summer wear as sun suits, slack suits, sun 
hats, swimming suits, and the like. The 
jumbo life preserver, cut from wall 
board, serves as space on which to 
place the sign ‘For Sun and Beach." 
Anchors are cutouts of wall board, 


joined with real rope— 























—The post is enclosed in a canopy and selling 
table, decorated with any of the fluted paper 


panels now on the market. This makes a very 

attractive selling fixture, formal enough in char- 

acter to enhance the appearance of any store 

interior, and practical enough for the showing of 
any line of merchandise— 








—Here we have a decorative treatment 
that can be used on a sales table fea- 
turing children's sailor suits, play togs, 
or swim suits. The small sailboat can be 
made of wall board and I-inch lumber. 
The sail serves as a sign. The sides 
of the table are painted in a conven- 
tionalized wave design— 





Sole 
Seg 
2195 


—Ts= 


A 









—lIn displaying merchandise on 
the ledge above the store fixtures, 
it helps very much to have some 
sort of decorative treatment to 
set off the goods. We show here 
a type of constructional design 
that acts as a background and 
furnishes separate spaces for 
merchandise display— 














FRONT ELEVATION 
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FLOOR PLAN 
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“I’m resting up for a big season” 


: These NEW 
Fabricated 
LUMARITH 


DISPLAY FORMS 
will keep Santa 











No fish story —but a section of the colorful window display designed by Ben 
Finkelstein, Display Mgr., Ansonia Shoes... 
Displays ... Lumarith Dis-plastic tropical fish and sea-weed created by 
J.M.Gordon & Co. The fish are actually mounted on the plate glass window. 


Construction by Decorative 


plenty busy distributors of Lumarith for the be featured in at least seven 
display trade through — their booths . . . so it will just about 


this. Christmas! 


NEW?! Lumarith, the new era 
plastic, is now available in fabri- 
cated forms of any desired 
shape, in areas up to approxi- 
mately 2’ x 4’ with a 12” depth, 
ready for installation. Just think 
what you can do with these 
forms in brilliant Lumarith. 
either translucent or transpar- 
ent! Lighted from = within” or 
without, or from any direction 
you like, they give you display 
opportunities never even ap- 
proached in opaque forms. 
These units can be obtained 
from J. M. Gordon & Co., 189 
Greene Street, New York City, 


nation-wide dealer service. In 
addition, these same dealers 
have available Lumarith sheets 
and rolls. All signs point to 
Lumarith as THE material for 
1910 Christmas displays! 
Going to Detroit? At the 
13rd Annual Convention of the 
International Association of Dis- 
play Men (Hotel Statler, Detroit, 
week of June 24), Lumarith will 


AU AN] 


REG. U. S. PAT 


When you think of plastics, think of headquar- 


ters...**the Grand-daddy of them all’’.. 


Wal 


dominate the proceedings. Don’t 
fail to see the department stores’ 
entries in the “Lumarith for 
Display” contests sponsored by 
J. M. Gordon & Co. 

CELLULOID CorPorATION, 180 
Madison Ave., New York City. 
K:stablished 1872. Sole Producer 
of Celluloid) and Lumarith. 
(Trademarks Reg. U. S. Pat. 
Off.) 


| 
Get m touch with 


cREOLOD 





















And I 


Phe merchant expects his displays to sell 


more goods What greater aid to this end 
| 


is at his disposal than a combination ot 


utilitarian and decorative lighting: Suc 
cesstul displays usually have a = characte 
Which combines both utilitarian and deco 
rative qualities. We refer to the more com 
pletely functional or “tectonic” displays 


This type of display logically becomes a 


principal factor in the decoration of | the 


Numerous 
and othe 


store 


articles in this magazin 


merchandising publications ar 


indicating this trend toward the refinement 


of tunctionalism 

December DISPLAY WORLD, th 
Mazda (fluo 
nt) were discussed with special empha 
sis on the production of colored light. W 
noted that our colored light palette has now 


Tn the 


lype FF lamps 


advantages ot 


resce 


been completed by the addition of quantities 


1 cool fluorescent hieht colors blue, PTeCeN 


and davlight—and enriched by an over-all 


] 
OT COLO] 


hieh efh 


( ould 


col red 


produced at notably 
is to these lamps, we 
balances thre Warm 
usual filament lamps— with 


light without excessive watt 


rar\ store miteriol design, 
Mere indise takes th: part 
if nt ornament or adorn 


Fluorescent Lighting 
mpuise Displays 


By C. T. MASTERSON 
General Electric Company, Cleveland 


ment of the This is functionalism in 


past 


one of its most usetul roles. 


lor example, 


displays in windows, walls, niches, islands 


and platforms are composed of interesting 


arrangements of merchandise—usually ac 


cented or glamorized by additional color in 


light and paint. What more is needed in 


ornament for a store \n unobtrusively 


pleasing background, to be sure, and mor, 


air or space to set the displays apart from 


the contusion of 


surrounding elements. 


\ppeal through the sense of sight is by 
ar the most important function of display. 
It is said that 87 per cent of our impressions 


Ate received 


through the eves. We appre 


ciate that the sense of touch is also impor- 
tant. Many articles can be well displayed 
where they can also be touched and exam 


Impulse tvpes ot displays are 


gcnerally designed to appeal to these senses 
In order to build or create more tunctional 
impulse merchandise displays, we should 
give consideration to the following points 


l Treat the merchandise to be displave | 


desien 


2 en tor particular locations—select 
—Fig. |: miniature stage lighting; Fig. 2: 


clever lighting for a wedding gift display; 

Fig. 3: a close-up of the portable ‘'foot- 

lights;"’ Fig. 4: a close-up of the pedestal 
multi-angle reflector— 
















and utilize 
suitable 
of existing traffic or 


special places so as to creat 


over-all pattern, taking advantag 


influencing trafhe cor 
trol by the placement of the displays. 
setting and atmos 


3. Create appropriate 


phere for merchandise. Eliminate as mucl 
as possible the “confusion background” at 
create a plain, bright area background 
4. Utilize 


This may be 


special lighting for the displa 
spotlighting to provide a high 
colored light tor 
a combination of 


level of illumination. o1 
contrast or atmosphere, o1 
both. The 
of these possibilities using the new 


lamp 


illustrations serve to suggest som 
fluores 


1 


cent Light is an important tool het 


and it is integral with the consideratiot 


previously mentioned 


The miniature stage of Fig. 1 presents 


means for dramatically enhancing ordinat 


glass and liquid) merchandise by caretu 


lighting It enables the displayman to app! 
stagecratt to an Impulse display of graceft 
“Saw-tooth” platforn 


seml-glass 


form. The 
allows the fluorescent davlight lig 


helow to 


sparkling highlights. The flat 


ting tro 
1K 


h 
illuminate the commodities wit! 
black surface 


of the “saw-teeth” 
the highlights \ 


to warm th 


form the background 
Type F 


davlight 


pink lamp wa 


used above from bel 
nd warmly tint the curved 


[Continued on page 64] 


backgrot 
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Why Mederm Display Men Y4e 


Plain Surfaced Pe “a Eight attractive colors 
clso Fluted, and Pleated Oxblood Dark Green Salmon 
Four Preprinted 7” Dark Blue _ Light Green 
Designs Light Yellow Old Gold White 


NATIONALLY DISTRIBUTED THROUGH 
Baltimore, Becker Sign Supply Co. Duluth, Duluth Display Service Philadelphia, Joseph E. Podgor Co., Inc. 
Boston, New England Decorators’ Supply Co. Ft. Wayne, Acme Quality Paint Store Pittsburgh, Cappy & Co. 
Chicago, Carson Pirie Scott & Co., Wholesale Division Los Angeles, Southern California Window Display Service St. Louis, Garrison Wagner Co. 
Chicago, Display Paper Products Co. Milwaukee, Artists and Display Supply Co. San Francisco, Herman Tunick 
Cincinnati, General Display Co. Minneapolis, Stilwell-Minneapolis Paper Co. Seattle, Champion Display Material Co. 
Cleveland, Advertising Displays & Decorations New York City, Maharam Fabric Corp. Habana, Cuba, Regil Y Cia 


RHINELANDER PAPER COMPANY ¢ RHINELANDER, WISCONSIN 


CHICAGO, 228 N. LaSalle St. NEW YORK, 41 Park Row MINNEAPOLIS, 713 Pence Bldg. LOS ANGELES, 1306 Newton St. 











26 











She Fiber of, Sashion 3 


carreas. 


AY WORLD 











Modern DI 


In the field of modern chain store display, 
Sears Roebuck & Co., Chicago, must be 
given a place right in the vanguard. The 
company's store planning and display de- 
partment, under the direction of L. S. Janes, 
has done much to put chain store display on 
its present plane. 

The displays seen here were photographed 
at Sears’ headquarters in Chicago—made up 
in complete detail and ready to serve as 
models for store units in various parts of 
the country. The displaymen of these stores 
are furnished with photographs of the fin- 
ished displays, together with a list of the 
materials and merchandise required, and in 
this way the job of window display is made 
much easier for them and better windows 
result 

One notable feature about these displays 
produced under Janes’ direction is that they 
are excellently done and extremely effective, 
but are really quite simple. Another is that 
new display materials and equipment are 
welcomed. 

The setting for shoes had a color scheme 
of peach, blue, and white. The = circula: 
displavers at the left were covered with a 
quilted display material in a peach tint: 
they were suspended from the ceiling by 
white satin ribbons. The flower petals were 
made from turquoise-colored scrim, fastened 
on a peach-colored circle, likewise sus- 
pended from above. The copy banner in the 
foreground was lettered in blue on white. 

Color is important in the next window, 
and it is used in abundance—red, white, 
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—Dramatic treatment and excellent presenta- 

tion of merchandise are characteristic of Sears 

displays as created by the store planning and 

display department under the direction of L. 

S. Janes. . . . Photographs of displays from the 

new Sears store in Los Angeles are shown else- 
where in this issue— 


blue, brown, green, and yellow. The giant 
simulated spools to the right and left wer 
made up in the above-mentioned colors, with 
matching strips of rope running from. thi 
spools to the floor panel to give emphasi: 
to “Fibre,” the feature of this setting. The 
copy banner is blue on white and the props 
are covered with buff fabric—all against a 
yellow background. 

The accent is on atmosphere in the first 
beach wear window pictured. Beach toys, a 
board walk, netting, sand-covered floor, and 
a sea shell show card all contribute to th 
scene. The bubbles are of “Lumarith.” Col- 
ored “stick-on” fish adorn the background 

In the next display a backdrop of green 
pliofilm is used, ornamented with colored 
fish and bubbles of plastic. Netting is used 
as drapes at each side. The floor is cov 
ered with cork cloth. Copy on the card at 
the right is done in dark blue on a light 
blue and white background. 

A recent window, not illustrated, made a 
tie-in with current news events by showing 
an “Air Raid—American Style.” The raider 
was a stork carrying a baby, shown over the 
slanting roof of a house. Miscellaneous baby 

[Continued on page 62] 
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An aggressive user of display, 
Hickok was quick to accept the 
recommendation of W. L. Stens- 
gaard & Associates, Chicago, that 
Monsanto Fluorescent Plastics be 
used for a window display featur- 
ing the new “Klip-Tip” braces. 
The result—an unusually eye- 
catching and distinctive display 
which has attracted shoppers in 


leading cities all over the country. 


Monsanto Fluorescent Acetate 
Plastics, in red or green, have a 
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Monsanto FLUORESCENT Wastics 
make Hickok Window Display 


a Stopper for Shoppers 


ORRCES Maton 
tletwes 


» MAPS Mates 
Shatts 





strikingly luminescent quality that 
absorbs ordinary light and gives 
off a neon effect. Yet, with this at- 
traction-getting factor, these plastic 
materials are also transparent so 
that products displayed behind 
them are visible. 

Available in 20”x50” sheets, 
Monsanto Fluorescent Plastics may 
be easily cut, bent to shape or 
fabricated. Cut-out figures and 
letters of this material are both 


attractive and inexpensive. For 





MONSANTO PLASTICS 


SERVING INDUSTEY.. 





-WHICH 


SERVES MANKIND 








unusual effects in your displays, 
try this new type plastic material 
or any of the other Monsanto 
Plastics listed below. For further 
information, inquire: MONSANTO 
CHEMICAL COMPANY, Plastics Di- 
vision, Springfield, Massachusetts. 
District Offices: New York, Chicago, 
Detroit, St. Louis, Birmingham, San 


Francisco, Los Angeles, Montreal. 





MONSANTO PLASTICS 


Cellulose Acetate - Cellulose Nitrate 
Cast Phenolic Resin - Vinyi Acetal + Polystyrene 
Resinox Phenolic Compounds - Lacquer Cotton 


Sheets - Rods - Tubes 
Molding Compounds - Castings 
Vuepak Rigid Transparent Packaging Materials 
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Timely Display Ideas... 


By JAMES KILEY <= 























spe LIGHT SOCKETS 











w IGHT WILLALSO SHINE THRU’ THESE 
“HOLES — BACK THEM WITH COLORED CELLOPHANE 
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STYLED BY 


BLISS DISPLAY CORPORATION 


SOLD BY 
DISPLAY ACCESSORIES 
5 WEST 36 ST., N.Y.C 


BLISS DISPLAY CORP. 
OR 
YOUR LOCAL DEALER 


STREET, NEW YORK CITY, 


WRITE FOR COLOR BOOK 
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Study Your Merchandise 


By IRVIN RIGA 
Potter Shoe Company, Cincinnati 


“Display it right and it is half sold.” 
That's an old axiom of display which I am 
sure is just as true in these days as when 
it was first uttered. However, the “right” 
display of footwear presents a problem quite } sails Inte 
unlike that for other types of merchandise. ing fleet 

There are so many types of shoes, so ’ smart shoes 
many individual styles for men, women, and ler sprin chic! 
children that if shoes are simply placed in wp 
a display window by themselves, nothing can 
stand out. Consequently the customer 1s left 
unimpressed and quite likely passes on to 
another window that presents greater appeal. 

Shoes must be displayed with a definite 
selling idea behind the whole set-up. Don't 
sell the shoes; sell the idea for which they 
stand—the occasion, the desirability as a 





high fashion, the newness of style. If neces- 
sary, the shoes themselves can even be a 
secondary part of the display. Get under 
the skin, so to speak. Determine what type 
of clothes are being worn with the type of 
shoes in question. Find out what uses the 





shoe really has. Create your windows to 





cash in on this study of merchandise—to ME we've cooked up new 
+ thoes youll weor of either foir « attract, to stimulate the urge to want to buy. spring styles for yo 
no matter how People like to be “told,” whether they 


oure going potters « ae aire wer . e. are 
4 ‘te mai AA realize it or not. Informative windows aré potter's « 


toke you the windows that sell. Too often the dis R 3 " 
ross shoes 
there smartly playman believes that the knowledge he has ed C 


of doing the actual mechanical details such 65° 
as draping fabrics, using color, or being ° 
able to build backgrounds, are all that 1s each @ “tested” 
necessary. These angles are important, but 
let's not overlook the fact that intelligent 
planning, a full knowledge of the events 
shoes are best fitted for, and the proper 
accessories to wear with them are just about 
as important 
It is often said, “Don't sell the steak, sell 
the sizzle.” and how this does ring true in 
modern shoe store display! Sell the idea 
and the shoes will take care of themselves 
To get down to actual cases, I recently 
had to install a window on men’s golf shoes 
Phere were only a few styles, rather con 
ventional ones at that—not much to work 





with. The final result was a selling window 


$° POTTERS HAS IT! . that consisted of a large background con | * 
: : @00D+ LOOKING 
{ 


we SUMMER SHOES TO . ° taining an outline map of the city, with all 
o WEAR WITH EVERY SUIT, of its numerous golf courses indicated. The “a — 

FOR EVERY + ) caption across the background stated “Golf S| 

OCCASION sal Shoes Smart on Any Course.” And the in- \ 


@& — MEN'S SHOP . 4 terest created was surprising. Many ardent 


GOOD - WALKING 


‘ 





golfers came in to say that they were glad 
to see their favorite golf courses represented. 
The window was installed at the outset of 
the golf season and the man who was look 
mg tor a new pair ot golf shoes could not 
possibly miss the purpose of the window. 

This is just one idea which, while not 
startling, conveys the idea that you have to 
go beyond the mere conventionality of set- 
tng shoes in a window and letting it go at 
that. You have to be fashion-minded these 
cays and you should acquire the knack of 
knowing “what they're wearing with what.” 
In other words, the modern displayman must 
study merchandise as well as display. 
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Leadership Need Not Be Claimed For 


SPADEA MANNEQUINS 


It is Proven By Public Acceptance 






Bonwit Teller 


of New York just completed new pur- 
chases of the latest Spadea creations. 


The Uptown Guild 


purchased Spadea Mannequins for the 
Fashion Building at the New York 
World's Fair. 


And now comes the 


Crypt of 
e egze e 
Civilization 

established by Oglethorpe University 
at Atlanta, Georgia (See illustration 
below), where a huge vault beneath 
one of the college buildings houses a 
group of miniature Spadea Mannequin 
figures produced originally for Talon, 
Inc. This crypt is sealed for 6,000 
years—and contains a complete rec- 
ord of life in our times—which includes 
how women dress today—and how 
Spadea Mannequins help sell those 


dresses by setting them off to the best 
advantage. 


































Window Display by Tom Lee for Bonwit Teller 






—_ 





You can have these leading 
mannequins on some sort 
of exclusive basis--- 


which we will gladly discuss with you when visiting 







our display booth at the Detroit convention—June 24-27 






or our New York showroom, where you see plaster— 






paper or movable-waisted figures. 









SPADEA MANNEQUINS---22 East 56th Street, New York City---Phone Plaza 5-3960 
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Age Of Display 


hy 
MUNSING 
ear _ 


el 
YOKE FRONT 
PIT) Bostic Woistbond 
Ne Buttons 
Ne Snops 


NO CREEP 
Full Cut Legs 


| NO BIND 


¢ One Plece 
* Seomless Seat 


Poday, manufacturers of nationally-known 
branded lines of merchandise have not only 
status in 


and 


their high quality 
thei 
a competitive retail-price structure 
they 


actually 


to maintain 


manufacturing products place 
them on 


to the 
ualize 


consuming public; have to vis 


and means of “selling” 


merchants, 1f they ex- 


Wavs 


these goods for the 


pect increases in volume and profits. These 


nationally accepted houses have stepped up 


tempo in stylings, designs and crea- 


neet thre 


their 


tions to fast-moving fashion 





By R. T. CHALLMAN 


Director, Advertising and Sales Promotion, 


Musingwear, Inc., Minneapolis 


Modern merchandising 


establishment. of 


trends of this era 


through stock- 
reduced the inventory-on-hand 


and 


demand, 
control, has 


figures within the retail store forced 
heaviet 
these 
The 


“oomph,” and ro- 


manufacturers to maintain 


which to. fill 


alert 
stocks on hand from 
hand-to-mouth purchase requirements. 
present era of glamour, 
mance attached to wearables has definitely 
made this “An Age of Display.” 

Created at the hands of the stylist in the 
manutacturer’s 
play has its first step in today’s merchandis 
Here, the stylist displays 


designing department, dis- 


ing and retailing. 





Vype Ind Stag 
‘ se igure 








CoV VE Ar -_ a 


her finished idea to the sales managem«e 
of the organization, to adopt, to correct 
Much 
and manners in which 
displays and sells through display the sty 

The visual picture of the finished 
picture, 


to reject. depends on the metho 


he or she, as stylis 


created. 


garment, together with a word 
this case spoken, tells the story of the pu 

pose this garment has to offer to the sales 
There- 


fore, we see the value of display to an arti 


and profit picture of the business 


cle in its embryonic stage. 
Next, after being manufactured, this mer- 
chandise enters into the actual field of sell- 


at 
- 


i 4, 
fa @e 


&, 
“ey, Se, 


~*~ 


ts 


Louie 


ing... and, here again, we find the value 
We are agreed that the sales- 
greater op- 


who 


of display. 
man who shows his line has a 
portunity to write an than 
fails, for some reason or another, to display 
his wares. Whether it be in the sample 
room of the factory, the metropolitan sales 
room, the hotel sample room, the store sam- 
top of counters and show- 
department, the successful 
salesman that much depends 
how he displays his line and what he has 
about the thus dis- 
played. He creates a desire on the part of 
the buyer “to buy” his line through display, 
but, today, he must “sell” further than to 
the point of a mere order. And how 
he do it? 

He interests his client, the buyer, in the 
successful job his house is doing through 


order one 


ple room ro oon 
cases in. the 
knows upon 


to say merchandise 


does 


assistance 
be 


advertising and promotional 
and how such 


[Continued on page 61] 


available, assistance will 


—Typical examples of Munsingwear display 
pieces are shown here, as well as a window 
display in which the units figure prominently— 
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NEW! LUXURIOUS DISPLAY EFFECTS 
= at AMAZINGLY LOW COST with 

















THE NEW 
DECORATIVE CUT-OUTS 


CARVO has met with instant accept- 
ance. The finest Metropolitan stores 
have exhibited CARVO cut outs in 
their stores and show windows. They 
emphasized and flattered the mer- 
chandise displayed, the attractiveness 
of these windows literally made cus- 
tomers out of shoppers. 































CARVO units are 3-dimensional card- 
board decorations—at surprisingly low 
prices! They look like expensive 
hand-carved or molded plaster pieces. 
They can be easily and quickly in- 
stalled — effectively sprayed in any 
color—used individually, or in combi- 
nations to make up fascinating frames, 
borders and patterns. 














Write for Free Samples 


LUXOR STUDIOS °°" LIST PRICES | 6 dor. caornd,§ 6:9 


12 doz. assorted, $11.00 


































SEE IT ON DISPLAY WITH OUR OTHER 
NEW MATERIALS, PLAQUES, ENSEMBLES AND DISPLAYS 
BOOTHS 52 AND 53 
lI. A. D. M. CONVENTION 
HOTEL STATLER - JUNE 24-27 - DETROIT, MICH. 


55 REYTRIM 


REYBOARD 
Ci) . 
REYCURV 


out soon! /940 


FALL AND CHRISTMAS 
DISPLAY MATERIALS CATALOG 


THE REYBURN MFG. CO., INC. 
ALLEGHENY AVE. AT 32nd ST. 
PHILADELPHIA, PA. 


SEND YOUR 1940 FALL & XMAS CATALOG 
NAME 
ADDRESS 
CITY 























Fortunately, the show cards for Fourth of 
July promotions do not long leave the card 
writer in doubt as to motif. Bursting bombs, 
rockets, firecrackers and the like provide a 
natural source of decoration which seems 
to convey the idea as nothing else can. The 
way in which these themes can be employed 
rather obvious, so without dilating on 
will proceed with the spe- 
shown here. 


are 
the subject we 
cific treatment 
“Values lettering on 
the upper portion of the card and on the fire- 
boldly black. “July 
outlined in a very light 
firecracker is simply a 
tube half and 
glued in place. The length 
of light roping dipped in yellow paint and 
back is 


given the cards 
with a Bang’’—the 


cracker was done in 
red, 


The 


cardboard 


Sales” is in 


olive green. 


heavy sliced in 


fuse is a small 


with the tip reddened. An easel 
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ards With Dunch 


By L. E. SUMMERTON 
Memphis 


affixed to the card. White stock was used, 
as is the case with all these cards. 

“July Sales’—this card is 
backed. Bursting rockets form “balloons” 
carrying such wording as “Better Values,” 
“Better Quality” and “Larger Stocks.” The 
lettering is done in black. The arcs of the 
rockets are in dashes of red-orange, and the 
jagged outlines of the “balloons” are in the 
interlined with bright 
and yellow. “July Sales” is in red outlined 
with a very light olive green. 


also easel- 


same shade, orange 


“Bang Up Values’”—this card has a 
greater semblance of action than any of the 
others shown, this being created entirely by 
the “bursting” firecracker. <A half-section 
of heavy cardboard tubing has been cut in 
The jagged edges 


outline in 


two and glued as shown. 


encroaching on the circular 





orange-red, orange, and yellow give a pr 
fect “picture” of an exploding firecracke 
if such a thing can be done. 

The final card ts flanked at each side | 
a cannon cracker—the full-round cardboard 
tubes being slotted to receive the card. N, 
easel is used, as the round firecrackers set 
to hold the The words “Fir 


card erect. 


cracker Red” are in bright red, shaded wit 
“4th” is in red outlined in white and 
The rest of the wording is in blac! 


gray. 


green. 


Travel Posters 


Offered Free 


A list of 235 travel posters, most of them 


free of charge for display purposes, has 
been compiled by the United States Travel 
Bureau, 45 Broadway, New York City. Thi 


list is available on request. 
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INVITATION TO 


|. A.D.M. CONVENTION VISITORS 


TO A PRESENTATION OF 


| WINDOWGENIC 





In real life . . . photogenic faces are rare. Pretty faces do not necessarily 
photograph well. There are good sides and bad sides to faces . . . attractive 
features and unattractive . . . proper photographic angles and improper 
Nor is natural beauty enough ... not for pictures nor for mannequins. Look at 
before and after photos of Hedy Lamarr. Remember Eestacy then Algiers? 
Quite a transition. In the latter, she went thru the glamour factory at the 
tudio. Make-up artists . . . coiffure stylists... costume designers . . . lighting 
engineers . . . personal photographers . . . gave her their all. Result .. . 


beautitul. 


Zepr en Field early rec¢ ynized the pnoTo 1ENIC K rinciple ana infle ence 
Hollywood ... established there eleven years ago... to design and mani 


facture MANNEQUINS which would windowaraph well. 


Zeppen Field is a plastic-suraeon sculptor with an extraordinary talent for 
designing composite faces which look almost-alive and strikingly familiar, truly 
windowaenic. 


DAILY AT THE CONVENTION DISPLAY SPACE OF 


W.M. ZEPPEN-FIELD 


ROOM “1 EXHIBITION FLOOR 
lLA.D.M. CONVENTION JUNE 24-27, 1940 HOTEL STATLER 


DETROIT, MICHIGAN 


NEW YORK SHOWROOM CHICAGO SHOWROOM 
S. B. EPPY JACK CAMERON 
1440 BROADWAY 209 SOUTH STATE 


W. M. ZEPPEN-FIELD STUDIOS 1057 NortH ta BREA, HOLLYWOOD 
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ANNOUNCING 


EXCLUSIVE U. S. 
DISTRIBUTION 
of 


Greggory’s 


FLEXIT 
PANELING 


With processed Fall designs on 










flat area. 











Write for complete information 





and a copy of our 24-page Fall 
booklet—brim full of outstand- 


ing display materials. 












CARSON PIRIE SCOTT 
& Co. 


366 WEST ADAMS ST,, CHICAGO 
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The Star of 


















































FLEATIPE 


THE NEW FLEXIBLE PANELING 


*®& Here is a 4 ft. wide by 8 ft. high panel mate- 
rial that will inspire you to greater display 
heights this Fall and Christmas! 


Just curve or roll the ends into any shape you 
desire and stand it against your backgrounds. 
The side flutes, contrasting with the flat’ por- 
lions, will give your display a smart, trim 
appearance. 


There is practically no limit to the shapes that 
vou can form with this flexible board—and no 
matter what curve you give the board IT 
STAYS IN without bracing or wiring. 


With Flexit, your painting days are over. Both 
sides of every panel are finished with a semi- 
gloss. WASHABLE, pigment-coated covering 
offering vou a choice of over ten different colors. 
Write today for complete Flexit information 
including dozens ef ideas on its use. 








CRINKLE-CRAFT 


A fabric-like material with 
corrugated backing. In seven 
beautiful Fall and Christmas 


colors. Samples on request. 


Six new and exclusive wood- 
grains available unmounted 
or with corrugated backing. 
Specially toned for Fall dis- 


plays. Samples on request. 














10 EAST KINZIE ST.. 








CHICAGO. ILLINOIS 
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Fducaticonal salesmanship 


Kducational salesmanship appears to b 
one of the outstanding needs of men’s wear 
display. Women’s wear windows have been 
constantly changing and improving through 
out the years, but men’s conservative tastes 
and habits have delayed the pace of modern 
displays of their apparel. Recently, how- 
ever, men are becoming more aware of 
changing fashion trends and more receptive 
to displays which interpret the latest vogue. 

In determining the most effective type of 
men's wear display for any given store, nat- 
urally the locality and its consumer tastes 
and buying habits must be considered. Ob- 
viously, a men’s wear presentation that 
“wows” Manhattan will not necessarily 
catch on in a dissimilar locality. Display’s 
problem is to ascertain the type of presen- 
tation which impresses the largest percent 
age of that particular store’s male clientele. 
\ study must be made of the “looking” 
habits of these shoppers and a test made of 
their reaction to different types of displays 
before a definite course of action is decided 
upon. It must be admitted there still are 


certain quality establishments, catering to a 
solidly conservative masculine trade, in 
which only a_ restrained type of display 
proves suitable However, such stores are 
in the minority. By and large the display 
manager must concentrate his attention on 
displays which appeal to the more modish 
male shoppers 

Because for vears the average man _ has 
entertained an inferiority complex regard 
ing his ability to select proper accessories 
for correct ensembles, he has shied away 
from such merchandise and purchased only 
conservative clothes which gave him the 


same appearance year aiter year. ‘Recent 


By GEORGE H. WAGNER 
J. L. Brandeis & Co., Omaha 


ecucational displays which depict the com- 
plete ensemble and demonstrate what to 
wear for specific occasions are proving con- 
stantly more salesworthy with the would-be 
fashion-wise men shoppers. 

Obviously these fashion-disseminating dis- 
plays must be definitely authentic to gain 
and retain the public’s confidence and pa- 
tronage. All facts about the merchandise 
that make it news, and the feature points 
that illustrate how it will benefit the pur- 
chaser personally, must be incorporated in 
an impressive style story that is easily com- 
prehensible at a glance. The store that 
regularly builds its correct men’s wear en- 





(Ger pmemeeese 


semble displays around merchandise cur- 
rently featured in widely read men’s maga- 
zines wins the confidence and trade of the 
largest percentage of male shoppers.  In- 
genuity in originating sales slants for the 
merchandise and deftness in execution of 
the theme are vital factors in attracting 
the attention of shoppers and selling them 
the balanced wardrobe idea. 

In the accompanying display of men’s 
shoes, the educational element is very ap- 
parent. The most casual shopper is force- 
fully impressed with the sales slant, “Man 
is as Smart as His Shoes,” and that to be 
correctly dressed at all times his shoe ward- 














rebe must have shoes suitable for “Spec- 
tator Sports, Formal Wear, Informal Dress, 
Business, Leisure, and Sports.” Shoppers 
are always visual-minded and the swank 
modern head acts as the attention-arresting 
medium of the display. Copy is brief, easily 
understood at a glance, and sales suggestive 
The white bands extending from the head 
direct the shopper's eye easily and natur- 
ally to the blurbs which tell the shoe ward- 
robe sales story. The black circles on the 
blurbs spotlight the message and the minia- 
ture cut-out figures repeat the message in 
pictorial style. Each step in the display is 
distinctly functional—all non-essentials are 
eliminated to facilitate shopper comprehen- 
sion and purchasing. 

Coupled with the ensemble window dis- 
plays, for most resultful merchandising, must 

[Continued on page 68] 


—''Making men style conscious'’ and ‘'specific 
wear for specific occasions,’ as discussed in 
Wagner's article, are exemplified in his dis- 
plays pictured here and elsewhere in this issue— 
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MADE 22 YEARS AGO 


LOIS BY IRVING G. CULVER 


a; \ OF It is obvious that new developments can 
NSS 

















oS be expected and are embodied in his 
latest efforts. 
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The smart new DD Rubberlite ladies 


mannequins as well as the mens fig- 

















your approval at the |. A. D. M. 





ures and display accessories, invite | | | 
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DURABLE DISPLAYS. INC. 


4 WEST 57th ST. 742 SOUTH HILL ST. 
NEW YORK CITY 2010-2018 SOUTH HALSTED ST., CHICAGO LOS ANGELES, CALIF. 


Detroit Convention. 
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Phe tithe t this 


Work For and 


article “Speculative 


\gainst’—might sound lk 


a title tor a debate and it very well could 
develop into a debate all through the sign, 


field. 


work” 1s 


display, and printing Frankly, the 


term “speculative greatly over 


worked throughout the entire advertising 


industry. In writing this I am only touch 
with the intention of 
in the field to give 
thought from the 


ing on several points 


getting some of the bovs 


thi term some SeCTIOUS 


standpoint of their own expense on specula 
1 


tive WOrk.,. I’m really 
outsider, 


looking at it as an 
no sides 
kinds ot 


taking 


There are two speculative jol S 
Phe first is the type where the display studio 
sell it to th 


whether it 


works up an idea and trys to 


customer, not knowing will even 


interest him or not This is the expensive 
typ l] second 1s a peculative job worked 
up by the display shop after studying the 


customer's needs, requirements, and knowing 


that he will be interested when presented 
with the idea. This is the profitable type 
Over the past tew years display studios, 
sign shops, ete., have been selling a great 
many jobs through speculative work. Also, 
they have lost a lot of money by working 


sell; the lat 
exceeds the first 


as that 


uation g2re atl 


up speculative ide neve 


peculative design one is 


not sure whether it will develop into a sale 


or not So many ot the firms have been 


pushing to such an extent with cus 


tomers that many of the national advertisers 


now expect a great deal of art work, sam 


ples, designs, and the like before they even 
interest themselves in buying or placing an 
ordet Phen, as a rule, they put it out on 
bids. Let me cite an example of this point 


Recently a firm which had been using metal 


signs tor vears to advertise 


a certain prod 


uct, decided that it might be interested in 
using waterproot cardboard. The company 
got in touch with one or two lithograph 


houses, as well as one or two large process 
quite interested, and they 
to submit This firm 
having actual samples made on 


board, 


which 


houses, who 
asked 
insisted on 
the actual 

proce 


Were 


wert samples. 


lithographed and_= screen 


ssed, necessitated making ex 


pensive plates, going to expensive art work, 
as well as screens tor the process samples. 


Here 


against each other on the same job with the 


were three or four firms bidding 


design and all prices were very nearly 
Not had 


expense of making the original samples fot 


Sallie 


the same only these firms the 
test purposes, but they also had the expense 
of salesmen making trips back and forth for 
this particular order. This was all based on 
the speculation of this firm changing from 
metal to paper because it was cheaper. At 
best, only one company could get the order: 
the others “out.” But 


\t the annual meeting of the firm's board 


would hye 


of directors it was agreed that they would 
metal; they 


continue using 


immediately 
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isplay Studio Problems 


XXII]. SPECULATIVE WORK—FOR AND AGAINST 


By H. W. MORTON 


Coleman Lamp & Stove Company, Wichita 


placed an order for a re-run on the metal 
overlooking all the expense and work 
that bidding for the 


job On paper. 


signs 


of the houses wert 
speculative 

This is the type of speculative work that 
producing adver- 


firm, 


is costly to any company 
material. In this 
thinking wanted to change trom metal 


to paper, 


tising instance the 
they 
should have been sure before they 
asked these other companies to spend con- 
money in experimenting and mak 
they should have 
guaranteed a reimbursement for at least part 
or all of the \iter all, the 
profit on the papel 


enough 


siderable 
ing plates and screens—ot 
initial expense 


entire net run ot signs 


or even on the metal signs was not 
to offset the 


had 


original expense these com 
submitting of 
think 


signs was entirely 


panies in the speculative 


samples Phis is an instance where | 
buying the 
at fault and I « 


working on th 


the company 
an sympathize with the com 
panies speculative job. 
\gain, if there were a bona fide agreement 
among studios not to submit actual samples 
without being guaranteed a certain percent 
thei this trouble and 


expense could be eliminated. 


age ot cost, much ot 


} 


Phere are a great many shops that spend 


considerable money over a vear’s time sub 


mitting samples and = ideas, elaborately 
worked out, “cold turkey” to prospective 
clients on the chance of interesting them and 
getting a job. A great deal of this is done 


by mail—which [ think one of the poorest 
ways to sell a production display job. I 
don't believe the great majority of these 


companies analyze the customer or study his 


problems or even talk or write to the cus- 


tomer before going into this speculative de 


ign and expense, to see whether he would 
be interested or not. 
The expense is a lot less in going to th 


customer with a rough idea, even a rough 
pencil sketch, and talking it over with him, 
getting his reaction and noting his interest 
original 
Most na 
tional advertisers today can visualize a great 


deal from 


going into an expensive 


betore 
sample or expensive art work. 
a pencil sketch. 


I believe the term “speculative” is greatly 


overworked by both the advertising and dis 


play industries. Most firms are now selling 
their displays and advertising literature t» 
their dealers and today they realize more 


before that the cost of this 
They're more open 
talk 


than ever mate 


rial is a major expense 


minded and willing. to things over, 


especially if they can see where there 1s a 
saving to them. I believe that 1f both the 
supplier and the customer would work to 
gether more on future jobs—work out the 
ideas together—there would be less lost 
action. In addition, the supplier would gain 


a better net profit on the job and be able 


to give it to the customer at less cost per 
unit \iter all, the expense in the specu- 
lative preliminary work is added into the 


job when it is sold to the customer. 
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d\ the 
help to reduce the overhead in the displa 
studio as well. It would keep the 
working on jobs that have a good chanc 


two working together, this woul 
mc! 
of maturing into actual orders, rather thai 


filed a drawer for 
future period when they might be sold t 


being away in some 
some other customer. 

\ good many of the boys in the field wh 
read this article will laugh and say, “It can't 
be done.” sut it can be done with eight 
ten of the 


Coope ration between the pro 


customers on whom you 


out of 
are calling. 
duction studio and the prospective custome! 
will eliminate the word “speculative” on tl 
job and change it into the word “sale.” 

Here is a “Speculative Plan” that should 
do the work: 

1. An idea that should suit a certain cus 

nthe display studio. Mak« 

rough ten-minute pencil sketch. 

2. Call and see the right party in the 
tell him of the idea and watch his reaction, 
helps it 


tomer dawns 


] 
firm 
eet his suggestions. (It you cal 
make him think it is his idea.) 

3. Tell him that if he is really interested 


2 1 
you will make up art work or a sample 
which is rather expensive, and ask him it he 


would stand part of this expense if the 1d 


doesn’t mature into an order. If the custome 
almost 


the idea is good, in 


will offer to pay for orig 


really thinks 


every instance he 
inal sample on this basis. 
4. Go ahead on this plan and it will, 


all probability, develop into an order and 


there has been no lost time or expense t 
either firm concerned. 
This plan takes a little common. sense 


selling to put it over, but it will werk. Ou 
experience proves that it will. 


Southern California Club 


Witnesses Demonstration 


At the May 23 meeting of the Southern 
California Display Club at the Hayward 
hotel, Los Angeles, fifty members enjoyed 


an instructive lecture and demonstration on 
silk processing as used in display 
The speaker was A. T. Adler, Sherwin-Wil 


screen 


liams Company. 
Hamilton proposed 


Vice-president Harry 


the following resolution, which was adopted 
unanimously: “That 


war and strife that every displayman pledge 


during this period ot 
himself to display an American flag promi 
and to display it at all 
for all 


nently in his. store 


meetings and occasions.” 


Gosling And Vollmer 
Trade Posts 


James Gosling, formerly in charge of dis 


play for the Greenwich store of Franklin 


Simon & Co., has been made display man 
ager of the firm's iith 
New York City. Vollmer, 


had held the latter post, becomes display 


store on avenue, 


Lawrence who 


ior the Greenwich store 


manager 



















JUNE, 1940 DISPLAY WORLD 








SPECIALISTS IN) DISPLAY PHOTOGRAPHY FOR MORE THAN TWENTY YEARS 





WORSINGER WINDOW SERVICE 


110 West Fortieth Street 
New York City 


PHOTOGRAPHIC SERVICE 


to the 


Display Profession and Allied Industries 


Regular photographic services for department 
stores and specialty shops . . . men’s and women’s 
fashion windows and interiors . . . 8-by-10-inch 
prints with detailed descriptions. Complete files 
of reprints always available for your selection or 
mailed on request. Special rates on Christmas 


ideas and other seasonal events. 


Complete information and samples on request 





WORSINGER IS THE MARK OF QOUALITY IN DISPLAY PHOTOGRAPHY 
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Display bits... 
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By Edward Henry Tackhey ————s: 
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Like the couple at the left, 
this fellow too feels like look- 


ing over the travel folders. 


In fact, I'm suggesting for 
this month only the two panel 
ideas shown below — and 
then I'm going to turn my 
attention toward thoughts 


of a— 
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Plexiglas displays fabricated by Cyrille Steiner and 
distributed through James B. Williams, New York City. 


























...AND SALES APPEAL 


For effective presentation of a product, use 
Plexiglas fixtures. Show its every advantage 
from every angle with this transparent plastic, 
so crystal clear that it enhances rather than 
detracts from the merchandise it sells. In spite 
of their delicate appearance and light weight, 
Plexiglas fixtures sturdily resist breakage and 
are as strong as wood. 

Far from following conventional designs, 
these displays are bent to graceful curves and ‘ 
ennai angles, for Plexiglas can be shaped pence ceri to 214” thick, areas up 
simply by heating and bending. Sawed with to 45x65”, or smaller pieces cut to order. 
ordinary wood tools, machined and drilled like 
any soft metal, Plexiglas is a versatile medium PLEXIGLAS RODS—already available in %”, 4%” 


in the hands of a display craftsman. 5 . . ‘ 
n the hands of a display craftsman and %” diameters in 48” and 72” standard lengths. 








Plexiglas is the trade-mark, 
Reg. U. S. Pat. Off., for the 
thermoplastic acrylic resin 
sheets and rods manufactured 
by the Rohm & Haas Co. 


ROHM & HAAS COMPANY, INC. 


222 West Washington Square, Philadelphia, Pa. 


nn 2 
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Display Gadgets 


















































—Shiny little ladies of metal, stylized trees, stick-horses, and figures southern hemisphere, employing some 5,000 people. Herbst is display 
made of grasses are all used by Gerard Herbst for Prestige, Ltd., Mel- director, under the supervision of John A. Wagner, merchandise manager. 
bourne, Australia. Prestige, Ltd., is the largest hosiery mill in the and the units above are of his design— 
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Be First with 


2 NU-CUB Ve 


JUNE, 1915 
Harry Bird, John Wanamaker’s, 
York City, returned from to 
Japan and China. His to 
continue around the world was cut short by 
the “violence of the prosecution of the sub 
marine wartare”’ at that time. 
Charles De Vausney joined A 





New 


































a lengthy visit 


original plan 


I. Namm & 
Son, Brooklyn, in charge of window display 

J. J. Hannigan resigned his post with th 
display department of Lord & Taylor, New 
York City. 


Among the speakers scheduled for the In 








ternational Association of Display Men con 
vention to held New York City in 
\ugust were the following: W. F. Allert. 
RK. Hi. Macy & Co-.: Frankenthal 
B. Altman & Co.; William Tishman, James 
McCreery & Co.; J. J. Richter, Saks & Co.. ; 
all of New York City: Samuel Friedman, S 
Blach Birmingham; KE. Dudley 
Pierce, Sibley, Lindsay & Curr, Rochester: 
Frank D. Maxwell, M. C. Connell Com 
pany, Butte, and William Crall, Lit Broth 
Philadelphia—the latter demonstrating 
the padding of wax mannequins in order to 


be in 


Herman 

















Company, 





























ers, 


make a garment fit properly. 


wa wee Classic Beauty of 





The thirty-third annual convention of the : . 

International Association of Display nn hess Display Board 
was held at the Hotel Sherman, Chicago 

An Eastern man, Emile Schmidt, of Gim- Opens Mew freld of 
bel’s, Philadelphia, was elected president 
although Schmidt was not present at the display effects 
convention. He at first declined the office, - 


L. L. Wilkins, Kerr Dry 
Goods Company, Oklahoma City, was named 


but accepted later. 

















first vice-president. Clement Kieffer, Jr. Use the Grecian beauty of Nu- 
The Kleinhans Company, Buffalo, was ap we 

; ‘ i - ; > r ae i 
pointed chairman of a newly formed senio1 Curve... now... 72 high. 


executive committee. Howard Oechler, Wie- Offers a world of interesting 
boldt’s, was convention director. Ed Rose, Sp = 
Harris-Hahlo Company, Houston, won the possibilities and effects never 











well 


\bout 


grand prize in the photo contest as as possible before. Covers large 


the silver trophy in the sweepstakes. 


300 attended the convention. 
Lothar Dittmar, 
Hooper became 


Kern 


Suceeeding 
William 


ior Ernst 


display 
Detroit. 


manager 


Company, Hooper 


had been with the Oppenheimer Company, 


Mich. 
St. 


Jackson, 


Thirty-five Louis displaymen formed 


a display club, with Otto Lasche, 


Inc., as president. 
John Housewood succeeded John Wolf 
gruber as display manager tor Adam, Mel 


drum & Anderson Company, Buffalo. 


Winona Clinic Successful 
Despite Bad Weather 

\ heavy raintall tailed to dampen the en 
thusiasm of many merchants and displaymen 


who attended a display clinic at Winona, 
Minn., last month. Conducted by members 
of the St. Paul and Minneapolis Display 


Clubs, the session was most instructive and 
from 
pro 


ranging 
retail 


enjoyable. Display subjects 


slay 


jer. 


show card writing to complete 


motions were covered 





resigned, 
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areas quickly and easily .. . rolls ease and simplicity of 


into graceful curves with the 
lightweight corrugated. Cuts, folds, bends without 
chipping or cracking. In a full range of rich back- 


ground colors. . . with beautiful satin-smooth surface. 


Illustration at left shows unusual strength of Nu- 
Curve ... slender 6-foot columns supporting over 
200 pounds of weight without buckling! 

Plan now to use Nu-Curve in your displays. Send 
today for samples, color swatch and prices. Write 


Dept. D-6. 


PAPER PRODUCTS 


RPORATION 
Upper Falls 
ee OS ae eT cata Oe i ae ae 


SHERMAN 


O 


Newton Massachusetts 










Title Registered U. S. Patent Office 
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OUR PLATFORM 


1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute Independence of Our Editorial 
Columns. 
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Display's Place 
In Propaganda 

The word “propaganda” has a distasteful 
sound in the American ear. It carries the 
connotation of misleading or downright 
false information. But propaganda’ can 
convey tacts as well, and whether we like 
the word or not, today propaganda is a fac 
tor to be recognized. Its value as a means 
of influencing mass impression and reaction 
can not be denied. 

Display, and we refer particularly to civic 
or institutional display, is a form of propa 
ganda. The time has now come when Amer 
ican displaymen must begin thinking of it as 
such, especially as to the part it can play 
in the revival of the spirit of Americanism 
which is now in progress. 

In connection with what can be done by 
propaganda via display, it is interesting to 
Every dis 
playman there belongs to a national asso 


note the situation in Germany. 
ciation—and the association takes its orders 
trom the head of the bureau of propaganda 
Hitler's 
birthday—every displayman is compelled to 


Qn  anniversaries—-for example, 
install windows in praise of their leade1 
The mass effect can easily be imagined 
Visitors to Germany in peace-time were 
amazed at the apparent spontaneity with 
which every shop window celebrated such 
events. But it wasn't spontaneity; it was 
a coordinated effort dictated by Goebbels 
On the occasion of the last Hitler election, 
his photograph and giant reproductions of 
the word “Yes” 
in the store windows of every town and 


appeared by the thousand 


city The propaganda bureau likewise or- 
ders every displayman to recognize, through 
display, the German harvest each yeat 
When the sale of some certain German mer 
chandise is to be pushed, the display. or 
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ganization headquarters supplies each dis- 
playman with a photograph and design fea- 
turing the merchandise; displays following 
the motif of the letter are promptly worked 
up—or else. 

No one could want to see American dis- 
play so subjugated and regimented. The sig- 
nificant point is that the German govern- 
ment recognizes display’s value in influenc- 
ing opinion to the extent that it is made an 
important part of the national division of 
propaganda. 

In England, we find Richard Harman, 
editor of the London magazine Display, 
addressing the Design and Industries Asso- 
ciation on the value of display as a form 
of propaganda—to play up the Ministry's 
wishes on what to buy, not to waste, to pur- 
chase war loan bonds, and so on. 

Getting back to this country, it seems to 
be a national characteristic to take our 
birthright of liberty as a perfectly natural 


thing. It requires a severe mental shock 
to make us see that that liberty can be en- 
dangered. The events of the past few 


months have given us that shock and the 
nation is now. shaking off its feeling of 
security. 

So that increased impetus can be given the 
movement which is now under way, it is 1m- 
portant that the public be reminded on all 
sides that every individual has a part in 
the program of making the nation secure 
against attack from within or without our 
borders. Display can do much along this 
line. 

From the Southern California Display 
Club, Los Angeles, comes word that at that 
organization's last meeting a motion was 
made and carried “That during this period 
of war and_ strife that every displayman 
pledge himself to display the American flag 
prominently in his store and to display it 
at all meetings and occasions.” The letter 
adds the thought that “this motion should 
receive the attention of the International 
\ssociation of Display Men and all other 
displaymen.” 

The action taken by the California group 
is a step in the right direction, but it should 
Naturally, there is not 
the need here in America for “canned” dis 


be carried further 


play of the Germanic type, but when you 
are planning that next institutional display 
or that civie display, it will be an Cas\ 
matter to work into it some patriotic ap 
peal which will add its share to the program 
to make Americans more America-conscious 
And you will be following a trend which 
is gathering impetus with every passing day. 
Displaymen should plan now to do theit 
part 


The 43d Convention 
Of The |. A. D. M. 

\ glance at the final program (page 10 
of this issue) tor the forty-third annual 
convention of the International Association 
of Display Men makes it very clear that 
nothing has been left undone to make the 
meeting a success from the educational and 
entertainment = standpoints. The Detroit 
Display Club, host to the convention, has 
worked long and hard to arrange a_pro- 
gram which any displayman can attend with 
benefit 
thorities naturally stand out as highlights 


Talks and demonstrations by au 
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of the event, coupled with entertainme: 
features equally outstanding for the light 
moments. 

Much credit must be given the Detroi 
club members for the way in which the 
have given of their time and efforts to mak 
the convention a drawing card. Report 
from various sections of the country indi 
cate that they will be rewarded with a goo 
attendance, but regardless of how mar 
delegates make the trip to Detroit, the clul 
deserves a bow from the industry. 

The I. A. D. M. itself has made conside: 
able progress during the past year, and it 
to be hoped that the Detroit convention wi! 
be the final boost which will start the na 
tional organization toward becoming th: 
strong association display needs. 

Thus there is an added incentive for at 
tendance: benefit from the practical pri 
gram, meeting many kindred spirits wit! 
similar problems in the same profession, and 
helping the I. A. D. M. onward. Many 
displaymen regard the annual convention as 
a “must” on their year’s program, and they 
will be on hand as a matter of course. To 
others who attend sporadically or who hav 
never been present at an I. A. D. M. con 
vention, we urge that they make a special 
effort this year; we think they'll be well 
rewarded. 

Remember the dates: 
Statler, Detroit. 


June 24-27, Hotel 


More Mannequins 
For Men's Wear 


It is distinctly encouraging to note the 
increasing number of retail stores using 
mannequins in connection with the display 
of men’s apparel. Many firms which in th 
past felt that male mannequins were not 
necessary in this type of display have made 
an about-face, with decidedly pleasing ré 
sults. 

Possibly much of this is due to the fact 
that the masculine mannequin of 1940 looks 
more natural. A few years ago most such 
figures resembled either a sissy, to be eu 
phemistic about it, or one of the lesset 
gangsters. \ number of the mannequin 
manufacturers are now turning out figures 
which really appear at home in a display. 

There is no doubt that mannequins con 
tribute a finishing touch to a display ot 
men’s wear, just as they do for feminine 
apparel, and their increased use is anothe 
refinement to the art of display. 


eeececsccooe 


Shortage Of Displaymen 
In England 

\ letter from our London correspondent 
includes the following: “There is a_ real 
shortage of trained display staffs now (May 
3). Display has been very largely a young 
man’s job, and as each class is called uy 
for military service it takes a good man 
each time 

“Stores are now thinking about training 
girls and women for this work. They realiz 
that they are more lkely to be permanent 
Men under 40 are liable for military servic: 
and if the stores give them jobs they d 
not know how long they can stay. It cer 
tainly looks as if one of the results of thi 
war will be a big drafting of female labo 
into British display.” 
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NEW YORK DISPLAYS PLUNGE 
HEADLONG INTO SUMMER 
[Continued from page 7] 


will be used more or less permanently 
throughout the summer in these windows. 
Irving Eldredge is Macy’s director of dis- 
play. 

A picnic setting in modern style, with a 
trim station wagon backed right into the 
window, was cleverly evolved by Display 
Director James Gosling, Jr., Franklin Si- 
mon’s, as one of a series of windows. Actu- 
ally the station wagon is only a one-sided 
section of varnished wood built to scale and 
equipped with an authentic automobile wheel 
and shiny black fender and _ strategically 
screened with trees. The suburban sounding 
name of “Pine Hill” neatly lettered on the 
side is a convincing touch. 

Grouped around the wagon are smartly 
dressed picknickers surrounded by home- 
like conveniences—a portable radio propped 
up on the split rail fence and a_practical- 
looking picnic basket spilling paper wrapped 
sandwiches and artificial fruit out on the 
ground. Fluffy white clouds are daubed 
across a sky blue backwall, with a land- 
scape view painted low on the horizon and 
evergreens banked against the fence. The 
floor is covered with brown peat moss, with 
here and there a pile of boulders. A red, 
white, and blue stripe lends a dash of 
patriotic spirit to the white fashion scroll 
which reads, “Have Fun this Weekend 
in the Country”’—other windows of the 
group prescribing fun “at the Fair” at the 
seashore, etc., as alternatives. 


Handy Brad Driver 
On Market 

The D. Markwell Manufacturing Com 
pany, Inec., 200 Hudson street, New York 
City, has placed on the market a handy brad 





driver called the “Bradmaster.” The low 


priced unit picks up the brad magnetically 
and is said to be ideal for driving brads in 
difhcult spots. Detailed information is avail 
able on request. 





Institute Stages Exhibit ; 
In New Quarters 
\ display-advertising exhibit, arranged 


In Cooperation with several leading firms in 
the display field and open to the public daily 
during the week beginning Monday, June 17, 
has been arranged by Display Institute to 
mark its removal to larger quarters at 3 
ast 44th street, New York City, where the 
Institute now occupies two complete floors 


New York City Firm Features 
Complete Construction Service 
Decorative Displays, Inc., 636 Broadway, 
New York City, has announced its complete 
tacilities for all forms of display construe 
tion, ranging through wood-work, screen 
rocessing, and sculptoring. Full sized win 
ows are maintained by the company for the 
isplay of a number of its completed pres- 
ntations. 
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Just imagine trying to sell cracked the customers in for you. ~ Mitten's 
ice in the Arctic Circle...or red Letters (like those photographed 
flannels in Death Valley. Of course | above and below) actually hanker 
you can't! + But if you had to do after difficult jobs. They shine the 
it! Then, naturally, you would use brightest where the selling is the 


Mitten’s Display Letters to pull —_ toughest. 


MR. MERCHANT 


Mitten's Letters day by day.. 
in a thousand woys...prove 
their worth as merchandising 
aids. They catch the eye of 
the busy shopper...and hold 
it! They add glamor to your 
stocks...dash, style, elegance 
to your shop...Win your 
public with Mitten’s Letters! 







































































*« 
MR. DISPLAY MAN MR. DEALER 
Mitten's best boosters are the From coast to coast, Mitten’s 
experts of display, who ap- Letters lead the field of 
preciate the countless brilliant three-dimensional art letters. 


effects that are easy to achieve 
with Mitten's Letters. Save time 
and money, get greater results 






<x There's money for you in 






these fast moving articles. A 


few good territories are open 






Style up your windows, shelves, 
counters with Mitten’s Letters, to jobbers, dealers and sales 
men. Get in touch with us. 








pricing units and accessories 







EASTERN DISTRIBUTORS 


BRANSBY & HEWITT 


1600 Broadway, New York City 
* 


WESTERN DISTRIBUTORS 


LOR SALES COMPANY 
460 East 3rd St., Los Angeles 
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OF NATIONAL DISPLAYS == 


—Life-size torsos of 50-gauge 
fluorescent cellulose acetate 
plastic have been created 
and fabricated by W. L. 
Stensgaard & Associates 
Inc., Chicago, for itinerant 
displays for the Jantzen Knit- 
ting Mills. A number of 
problems in the use of plas- 
tic had to be worked out in 
making the torso, including 
cementing the two halves to- 
gether without creating an 
unsightly seam. The plastic 
is by Monsanto— 


—This window and back bar 
display is being distributed 
by Seagram Distillers Corpo- 
ration for its Ancient Bottle 
gin. Done in blue and gold, 
the unit features the accor- 
dion construction for the 
gold halo framing the Mar- 
tini— 


G Leake a Moen eee = —The counter display for 
in’ i has 


WITH THE NEW Cain's mayonnaise a 


LCO : . die-cut opening for the in- 
| P ’ y  sertion of an actual jar of 


a vssies Pa the product. Created and 
lithographed in color by The 


Forbes Lithograph Company, 
Boston, for John E. Cain 
Company, Cambridge, Mass. 


—Done in eight colors, this 

striking display helps sales 

on the 1941 line of Philco 

portable radios, stressing 

the vacation and week-end 
angle— 


—tThe universal appeal of a 
baby is the drawing power 
of the Johnson & Johnson 
unit, reproduced from a di- 
rect color photograph. The 
display is by Einson-Freeman 
Co., Inc., Long Island City, 
New York— 


—A direct color photograph 
of the head and shoulders 
of a pretty bathing girl 
is silhouetted against cool 
green water to symbolize 
TONIC ~ the healthful exuberance of 
APPETIZER - STOMACHIC 4 youth. Promoting SSS tonic, 
, - the unit is the work of Ein- 
son-Freeman Co., Inc.— 


—Hiram Walker's new Ten 
High window display, illus- 
trating a genial group about 
to enjoy a ball game—single 
men versus married men— 
ties in with the firm's prod- 
uct slogan of ‘Double your 
enjoyment’ with Ten High— 
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Thebaut Wins 


Contest 

Cliff Thebaut, A. G. Spalding & Brothers, 
Berkeley, Calit., has been awarded first 
prize of $25 and an ornate pen set in the 
annual window display contest held in con- 
nection with National Baseball week and 
sponsored by The Sporting Goods Dealer, 
St. Louis. Harry Schoenlaub and Harry 
Shepherd designed the window which won 
second prize for Ed Brendamour,  Inc., 
Cincinnati, and Joseph Vetack made it two 
out of the first three awards for A. G 
Spalding & Brothers by bagging third 
honors. Vetack is manager of the firm's 
San Diego store. 

J. A. Hybarger, Leonard Brothers, Fort 
Worth; J. F. Bronsing, Bry-Block Mercan 

Corporation, Memphis, and EE. H 

Leeker, Stix, Baer & Fuller and Walter 
Mahler, Leacock Sporting Goods Company, 
both of St. Louis, rounded out the prize 
winners with awards of $10 each 


Russell Moore Wins 
Kops Contest 

First prize of $100 in the Kops Brothers 
“Angle Pull” window display contest has 
been awarded to Russell Moore, Zollinger 
Harned Company, Allentown, Pa. Second 
place and $75 went to Howard Kelly, Atlas 
Fashion Company, Portsmouth, Ohio, and 
third prize of $50 was won by Frank Mulvey, 
The Outlet Company, Providence. 

The following were awarded $10 each: 
George H. Wagner, J. L. Brandeis & Co., 
Omaha; A. N. Waldron, Frederick Loeser 
& Co., Brooklyn; H. EF. Lauter, Walker's, 
San Diego. Five dollar prizes were won 
by: Stuart A. Raymond, The Broadway, Los 
\ngeles; N. Kendall, Bryans, Ltd., Fort 
Williams, Ont.; W. Arthur Gray, Lans 
burgh & Brother, Washington; M. B. Nelle- 
gar, C. O. Miller Company, Stamford, Conn., 
and John Scott, Swern & Co., Trenton, N. J. 


Late Season Limits Supply 
Of Hemlock Bark For Display 


\ccording to Junius J. Fisher, president, 
General Display Corporation, Cincinnati, the 
supply of natural hemlock bark sheets for 
lisplay purposes will be limited this vear 
lue to a late peeling season. In spite of 
this situation, the firm has managed to ac 
quire a stock of bark sheets which it. is 
thought will be enough to meet demands. 
Natural hemlock bark proved a big success 


ast season as a display material. 


Green Bay Club Offers 


Dubious "Prize" 

The Green Bay, Wis., Displaymen’s Club 
has announced its participation in a local 
rathe safety campaign, offering a macabre 
“prize” to the first unlucky individual who 

killed in a trafhe accident in Green Bay. 
The award is a tombstone, suitably en- 


graved. 


F, Rhodes In Charge 
Of Interior Display 
\nnouncement has been made of the ap- 
ointment of F. Rhodes as interior display 
lirector for the William H. Block Com- 
Indianapolis, under A. J. Roeder, dis- 
manager. 


1 
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Creators of the first, and makers of the most dis- 
tinguished papier mache mannequins. 


a 


{ 
D Col STUDIO 
A 


133 West 23rd St., New York 


Mr. Russ Johnsor 


to see you at 
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Griffin, Sosnik’s, 
created 
“Knockout 
he installed 
“Watermelon,” 


This particular 


1 
shoes 


the 


& 


om 


this window 


Red” 


and the like. 
window 


sawdust was strewn over the floor. 


and trunks 


for such colors as “Hot 


featured 


background—so 


Turning to pugilism for inspiration, FE. C. 
Winston-S 


alem, N. C, re 
presentation of 


one of a series of displays 


Pink,” 


“Knock 


out Red with blue The background was 
in white; the side walls were a light olive 
green. The ring post was left unfinished. 
The ring was covered with canvas, while 


Boxing 
were suspendel 


spaced as to 


semblance of two phantom fighters 


natural 


in 


The 


pose. 


ACCESSOTICS, 


Tampa there is 


tilted ring held 


an organization 


known as Hodges Display Studio which 


enjoys the distinction of being operated 
entirely by girls—probably the only one 
to be so managed. Tod Hodges is head 


of the firm, and salesmen who wander in 
invariably ask for “him” out mum 
bling to themselves when they learn that the 
feminine. The studio 


Hodges’ brother and as he 


and go 
staff is entirely was 
started by Miss 
gradually drifted into another line of work, 


she drifted into full-time display work. 
Miss Hodges, who is seen in the fore 

ground of the photograph, is known = as 

“Brains; Miss Hazel Snyder, at the left, 


Miss 


window, as 


as “Assistant Brains,’ and Lorraine 


Wertheim, by the 
Devil.” 


“Painter's 


Among a number of innovations worked 
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ere 


out in the studio operation is that of makin 
candid snapshots oi their best work. Eve: 
show photographed, 
those on which they have repeat orders, an 
a record of the colors used and their propor 
tions is kept. 

Diving rigs were probably called into pla 


cards are especiall 


when a recent display was installed by Be 
Finkelstein, Ansonia De Luxe Shops, In 
New York City. Three mermaid 
are suspended by _ invisible 
submarine garden. Or 


life-size 
wires as 


swimming over a 


















which 


net in 
Ansonia shoes are placed amid a profusion 


mermaid is seen dragging a 


of star fish and shells. Another peers into 
a treasure chest filled with “jewels”—and 
Ansonia shoes, of course, while anothe: 


watches a school of fish dangling frem un 
seen wires. 
The fish full 


in gold sequins and gold lace; 


were done in relief, finished 


fluorescent 


fish of plastic were appliqued directly on 
the glass. 
The entire treatment, of which only a 


small portion is shown here, is a colortul 


Finkelstein designed the window ; 
Decorative Display, New 


one, con 
struction was by 


York ( ‘Ith . 


Chicago Club Holds 
Golf Tournament 

Bs J. the 
Display Club, reports that the organization's 
first golf tournament, held recently, was an 


Dwiggins, secretary of Chicago 


unqualified success. Enlivened by the occa 
sional insertion into the game of trick gol! 
balls which exploded when struck, the tout 
nament was conducted amidst much hilarity 

Dinner was served at the club house aite! 
the tournament, the alibi-ing 
and verbal replaying of the game. 


amid usual 


—At the upper left, the all-girl staff of Hodges 
Display Studio, Tampa. . . . Above, by E. C. 
Griffin, Sosnik's, Winston-Salem, N. C. The 
trunks, gloves, and shoes were suspended as if 
worn by phantom boxers... . Left, an unusual 
display for Ansonia, by Ben Finkelstein— 
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Interest Shown 
In New Form 

A patent is now pending in Washington on 
, new “Miracle” form which will be placed 
on sale June 15 by the Fixture Mart, Inc., 
314 West Jackson boulevard, Chicago. The 
all-round model is inexpensive and can be 
placed on any dress stand. Literature is 
available from the address given above. 





Versatile Display Material 
Placed On Market 


Called “Pleeto,” a new material with many 
display applications has been placed on the 
market by Luxor Studios, Inc., 1140 Broad- 
way, New York City. The material is made 
of acetate and is especially effective when 
illuminated from the rear. It can also be 
furnished in unpleated form. Literature is 
available. 

Special Model Brischograph 
To Be Given Away 

Among the numerous items to be given 
away as “door prizes” by the Sherwin-Wil- 
liams Company at the Detroit convention of 
the International Association of Display 
Men is an all-copper, chrome-plated, 3/10 
model Brischograph. The special unit has 
been donated by the Brischograph Company, 
24 West Weisheimer road, Columbus. 


New Booklet Issued 
By Weiss & Klau 

Containing swatches of “Lattiseen,” a new 
booklet has been released by the Weiss & 
Klau Company, 462 Broadway, New York 
City. The coated textile material is shown 
in a variety of attractive colors. Copies are 
available on request. 


INTERPRETING SUMMER MOODS 
VIA LOS ANGELES DISPLAY 
[Continued from page 9| 
a silver mist. The setting is in a garden 
with towering plans of real gardenias, lilies, 
and fern. The bride is standing between 
the plants on a pure white pedestal. She is 
wearing a beautiful pink satin gown with a 
veil of fine tulle flowing behind her. Four 
large candles in the background highlight her 
tace. In her hand she carries a bridal bou 
quet of daisies and petunias. The maid ot 
honor and the two bridesmaids stand at 
either side in attractive gowns, each carry 
ing a real flower bouquet. In the fore 
ground the window caption card is support 
ed by a decorative plaster hand. The hand 
is holding a mirror with the inscription 
written thereon. This beautiful corner win 
ow was brightly illuminated and was un 
istakably a highlight in the Wilshire shop 

ing district. 

\nother prominent store used a_ bride 
neircled by a huge wedding ring as its 
wedding display theme. In each of several 
windows, the ring was inscribed “Luck to 

Bride.” In the display shown here she 
s dressed in satin and tulle, and gazes upon 
uschold appointments that might grace 
new home. The ring is painted a deli 
te gold and is supported from the ceiling 
gold ribbons. Bridal bouquets, a wed 

g picture, and subdued illumination gave 

window a distinctive charm. 
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Superb 
Lettering 


Surface 
Upson REDIPREP is ready-pre- 


pared for instant use! Saves time 

. saves painting cost... saves 
space required for drying hand 
painted background. 


Each panel is covered with pro- 
tective craft paper on which cut-out 
designs may be made. Send for 
samples and folder which shows 


° ' 
colors—write today! 


Diversified uses— for signs, cut- 
Black, White, Gold and_ Silver, outs, small displays, large displays. 
pebbled or smooth, and I} Fas- exhibition booths. etc. 
cinating Colors. 


; Sie e@ Uniform surfaces—no streaks, sags. 
Ideal non-bleeding painting  sur- 


hia drips or blemishes. 
face. 


Ready-to-use—ready for immediate @ REDIPREP is strong and _ stiff 
lettering or decoration. and easily cut to shape. 


THE UPSON COMPANY, Lockport, N. Y. 


ALL COLORS ARE COMMERCIALLY FAST TO LIGHT 


4 Nef 


by UPSON 








Rudy Announces --- 


R. C. (Rudy) Quensell, for many years of the firm of Palmen- 
berg’s, announces to his many friends and customers that he is 
now conducting his own business in display fixtures, forms, 
mannequins and specialties. 


Headquarters: 
7123 Austin Street Forest Hills, L. I., New York 
Your inquiries cordially invited 
=e 
He will be personally in attendance at the I. A. D. M. Convention, 
Hotel Statler, Detroit, Michigan, June 24-27, At 
His Booth, No. 57, to Greet You. 














SWINGING INTO SUMMER 
ALONG STATE STREET 


[Continued from page 5] 


lue to complement the vivid blue cloth 
panel laced to ceiling and floor with halt 
inch white cord. Mounted on the right side 
of the panel was a sepia photograph of a 
sulimet house set in a grove ot rees. One 
mannequin suspended in the air wore a 
navy blue and white striped dinner dress 
a second, standing on the floor, was dressed 
effectively in oa gown ot dotted material 
Scattered accessories were red, white, and 
blue, and two irregular stones painted deep 
blue stood before a white wood sign post 
bearing the remindet “French Lick 
Favorite Resort for a Brilliant Memorial 
Day Week end.” 

Other windows of the store, not pictured, 
suggested suitable attire for other vacation 
spots. One, featuring a road post reading 
“Grand Hotel, Mackinac, for a Glorious 
Memorial Day Week-end ot Fun,” also car- 
ried out the patriotic color motif, playing up 
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—At left, by J. W. Campbell, Carson Pirie 

Scott & Co... . Center, by Constance Chris- 

ten, Mandel Brothers. . . . Below, by J. Polari, 
Charles A. Stevens & Co.— 


red. Bathing outfits, golf clubs, and tenni 
rackets were prominently displayed betore 
photograph of the famed summer hotel. 

“Chicagoland Offers Every Sport. for 
Glorious Memorial Day” read the poster i) 
a third of this series of windows. An old 
gold panel gave color to a beach scene wit! 
plenty of real sand for the seated mann 
quins to dig tunnels or fill their gaudy ti 
pails. 

A light-hearted white washtub filled wit 
cellophane suds and topped by a_ wring 
stands upon a wooden board bench 
Charles A. Stevens & Co.’s center windo\ 
to suggest the washability of a group ot 
summer suits on display. Pinned under the 
tub is a large placard reading: “Stevens 
Exclusive Washable Suits . ‘Sugar Frost 

fit with equal poise into the town-and 


country picture this Summer... cool flurry 
of white dots on your favorite Summer 
‘darks’ and pastels. . . . "’ Costume accesso- 
ries are spotted about the feet of the quar- 
tette of mannequins arranged in life-like 


poses on modern stepped-up platforms. J 


Polari is responsible for this display, which 
is reproduced here. 

The following displays are not illustrated 

Small-fry windows designed by Arthur 
Fraser, Field’s, include one captioned 
“Barrels of Fun for Summer in Gabardine 
for the Younger Crowd.” Five little girls 
with curls and pigtails dressed in slacks 
and outdoor togs are shown warming up for 
a game of croquet. Extra balls, wickets, 
and mallets add a splash of color. 

A display of Sears, Roebuck & Co. ad 
vises “Move Your Living Room into the 
Sun...” with an outdoor setting for lawn 
furniture—as colorful as anything on Stat 
street. The right rear wall is occupied by 
the exterior of a white Colonial house, with 
a practical window highlighted by a greet 
and orange striped awning, green shutters 
and a flower box filled with artificial red 
geraniums. A wing of the house, covering 
the right wall of the set, is broken by a 
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with quaint brass 
topped by a trailing 
matting simulates the 
tile-patterned lin- 
flagstone 


wooden door 
handle, 


green 


white 
knocker 
vine. Moss 


and 
lawn and cut pieces of 
oleum torm an effective 
ling from center front to the doorstep. Odd 


walk cir- 
pots of flowers, a bed of nasturtiums, and 


1 small cedar tree complete the garden motif. 


DISPLAY FIGURES PROMINENTLY 
IN NEW JAMES L. TAPP STORE 


[Continued from page 15] 
with ample ceiling height and stage lighted, 
picture-frame displays. 
“Models on Parade” is 
aisle, 125 feet 


with 


The concourse for 
a spacious tashion long, 
flanked on both 
the latest type and with comfortable chairs 
customers. The 
dramatization of this con- 
reflect smartness and fashion to the 
last degree. 


sides mannequins ot 


and settees for colors and 
stage lighting 
course 


A Crystal lingerie salon has a novel treat- 
ment which captures the eye. The room has 
all mirrored walls 
pink and Avedire reflec- 
tions naturally create the optical illusion of 
a room with unusually large proportions. 


relieved with blossom 


woodwork. The 


that carpets 
designed and 


It should be mentioned here 
throughout the 
dyed in special colors and patterns to har- 
with the 
ous shops and salons. 


store were 


monize special finishes of the vari- 
is located the 
dinette. The 
room are 


In the store 
Fountain and 
cal” features of the 
optical illusions 
and lighting. 


Magic 
“magi- 
created by 


Subway 
room 
color, 


caused by mirrors, 


Here also is an English arcade for boys 


and young men’s wear. This is located be- 
tween the 
series of arcade shops which develop a tree, 
of traffic. 


stairways and is composed ot a 


continuous flow 


The general finish of the subway store is 
walnut woodwork, 
shades of 


floor 


in bleached decorated 
with deep 


gray. The 


coral rose and dove 


is in antique terrazzo. 


New Service Announced 

By Upson Company 

Lockport, N. Y., has 
‘of particular 
interest to national advertisers and display 
Coupled with the 
“Strong-Bilt” display panels 
giant size (96 inches wide by 168 
well as in 48-inch widths), 
completed — for 


The Upson Company, 
just announced a new service 
builders. announcement 
of new 
made in 
inches long, as 


3g-inch 


arrangements have been 


added manufacturing space and highly spe- 
cialized equipment devoted to cutting, coat- 
ing, and other display service operations. 
Panels of 
duced in outline 


¥g-inch thickness are being pro 
shape, scroll designs with 
cutouts, slots included 
as large as 4 feet by 
Distillers 

using 


all inside holes and 
In a single operation 
12 feet in size. Schenley 
ration, New York 
panel in a series of 
displays, 

Complete 
this and other services are 

splay Handbook” 
to responsible 


Corpo- 
City, is this type 
cut-out “brand name” 
10 feet long in a single strip. 
and examples of 
contained in a 
which Upson will send 


some 
de SCriptic ms 


firms on request 


DISPLAY WORLD 


HANSCO ” 
la 
p 


Visit the Hansen 
display, Space No. 
66, at I. A. D. M. 
Convention, Hotel 
Statler, Detroit, June 
24-27, and see this 
new Hansen Tacker 
on display. 


Pp Slender, Streamlined TACKS! 


OW—for the first time in 
there has been devised and perfected a 
Tacker that Tacks! It's the 
Model T-I. It drives Hansen Tacks of a special, 
unique design. 


tack history— 


drives Hansco 


It extends the uses of tacking 
Light weight. Hold- 
down spring permits carrying Tacker in pocket. 


machines. Easily portable. 


Eliminates 
Danger and Waste 


The Hansco T-| T-head, 
lined Hansen Tacks—as fast as you grip. No 


drives slender, stream- 
dangerous tack-spitting or dropping tacks on 
floor to waste or be stepped on. Unit is self- 
contained. Holds a strip of 100 Tacks. 
ready for instant, continual use. 


Always 


Hansco Tacks can be secured in four sizes 
— 3/16" to 1/2’°—as illustrated below. 


Single-Leg Tack 
Streamlined Head 


Hansco Tacks have a streamlined T-head and a 
pin-thin single leg. The head is scarcely visible 
when driven. The leg, when driven and removed, 
leaves only a small pinhole. Small leg of Tack 
gives it quick, easy penetrating power—makes 
it easy to drive—adapts it to a greater number 


of tacking jobs. 


One Model Drives 

Tacks in 4 Lengths 
With only one model—the Hansco T-|—four sizes 
of Hansen Tacks can be driven—3/16", 1/4", 
3 8/2. 


of tacking jobs with one unit. 


This permits doing a wide variety 
Besides, 


tacking operations— 


it does 
special as well as usual 
extending its utility. 


Ask for Demonstration 
or Send for Folder 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Ave. 


CHICAGO, ILL. 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 


or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 














ePlease Mention DISPLAY WORLD 
When Writing Advertisers 


HOME STUDY 


The Koester School, with 35 
successtul teaching, has always 
nized the obligation to offer only 
cal instruction. That is the 
this School is, today, the leading 
in the world teaching 


WINDOW DISPLAY 
RETAIL ADVERTISING 
CARD WRITING 
Write for complete details 
THE KOESTER SCHOOL 


300 W. ADAMS ST. CHICAGO, ILL. 


years ot! 
recog 
practi 
why 
S¢ hool 


reason 




















if 


you are interested 
in DISPLAYS 
preferred by well 


informed display 
men, season 
after season... 
specify 


GLOSSIROL 


DISPLAYS by 


EXCELSIOR 
PAPER 


SPECIALTIES 
CO. INC. 


640 W. 57th Street, 
Dept. D, New York 
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Think this over... 





A post-graduate course in display is of- 
fered to you at Detroit, June 24-27. Selling 
your employer on the merits of a paid trip 
to the motor capital should be easy. Stress 
the benefits he will receive by sending you. 
Tell him that under one root are gathered 
together the resources of the display indus- 
try in one great exhibit. If he were willing 
to pay your expenses to visit all these things 
you will see at the convention it would 
mean a trip from coast to coast and many 
stop-overs inland. Not only that, but a trip 
such as the one proposed would take sev- 
eral weeks and a good fat expense account. 
All this can be done at Detroit with quality 
and price comparisons across the hall in- 
stead of hundreds of miles apart. Attending 
the fine educational sessions, getting hun- 
ideas that sell merchandise from 
looking at the photographs displayed, com- 
paring quality and prices for fall and 
Christmas visiting the great stores 
of Detroit, and meeting new and old friends 
is truly a post-graduate course in display 
you can’t afford to miss. Remember, it’s 
easy to sell an idea when you're sold on it 


dreds of 


needs, 


yourself. Present your case to the boss on 
the benefits the store will receive from such 
a trip, but above all, present it with enthust- 
Get sold on the display convention 
and you'll be in Detroit. 


asm. 


The day for a $3.98 rack of dresses is 
Not the rack or the $3.98 dresses 
necessarily, but the idea of price grouping 
in racks is being pushed overboard by a 
great number of department stores. Today’s 
customer when looking for a dress concen- 
trates on size. She is looking for a good fit- 
ting garment in her size. Price is secon- 
dary when the Give her a 
rack full of size 14 or size 40 in various price 
lines and watch her pick out a few numbers 
to try on in a hurry. For years customers 
have been disappointed after going through 
a rack of dresses and finally picking out a 
couple, only to have the clerk say: “This 
isn’t your size. The 42 sizes are near the 
back of the rack and they are about gone!” 
This brings us to the idea of having a bat- 
tery of windows and interior displays in 
various sizes. A size 12 window, a size 18 
window, and so on, up to the larger sizes. 
Size has become as important as price, but 
how many price cards in displays today 
even mention the size? 


gone. 


search is on. 


It's an old story, but it always makes my 
blood boil when I hear of a displayman win- 
ning a national display contest and_ the 
check being made out to the store by the 
manufacturer, and_ the keeping the 
money or dividing it as it sees fit. Contest 
after contest will say the prize goes to the 
displayman installing the display, but when 
the checks arrive at the store they are al- 
ways made out in the store’s name, not the 
displayman’s. Contests, as a whole, cause 
plenty of grief with the great number of 
losers but the manufacturers who 


store 


sponsor 


By FRANK G. BINGHA =m 





them should follow up their rules and giy 
the prizes to the displaymen by sending 
them the checks made personally to them 


Most store executives readily endorse th 
check to the displayman, but there are ex 
ceptions. Here’s a recent authentic 
Displayman enters a national shoe contest 
and wins first prize. Store executives and 
displayman are very happy and the news 
paper gives it a feature item. Check ar 
rives a week later made out to the 
The general manager decides the shoe buye: 
should have half of the prize money. Dis 
playman flatly refuses. His story, learned 
through contact with a half-dozen different 
employees, is simply this: Installed the win 
dow aiter hours, using the materials at hand 
at no extra cost to the store, and the shoes 
displayed were odds and ends because it 
was too early to promote whites. Display 
man pays out of his own pocket to have the 
window photographed for the contest. Gen- 
eral manager thinks the buyer entitled to 
half of the money because he bought the 
The displayman tells the general 
manager it is $100 for him or nothing. <A 
few days later the shoe buyer comes forth 
in a new suit and it is further rumored 
around the store he bought a new fence for 
his country place. The displayman is taking 
a vacation this week, without pay, in his 
old suit, and is going to miss going to the 
display convention at Detroit because he 
hasn't the money he honestly won. 


case 


store 


shoes. 


The question is what can be done about 
such a situation? And the answer is—noth- 
ing very much, because if you did the dis- 
playman would lose his job. The fault lies 
definitely with the manufacturer who paints 
a rosy picture to the displayman to get 
him to work hard and enter a display in 
the beginning, only to let him down when 
the contest is over in giving the check to the 
store. If the rules of a display contest say 
that the money goes to the displayman, the 
manufacturers should keep their word and 
send it to the displayman who has his name 
on the back of the winning photographs. Ii 
the manufacturers can’t do that, displaymen 
should pass up contests sponsored by manu- 
facturers who are known for such tactics. 

Speaking of display contests reminds me 
of one for Father's day on men’s toiletries. 
“Prizes will be given to store, for division 
to personnel as store directs.” Here’s a case 
where they come right out and tell you even 
if you win you may not get all the money. 
Some displayman, not reading these rules 
carefully and perhaps winning a major 
prize, will wake up and find it divided nicely 
with all the girls in the toilet goods de- 
partment, to say nothing of a split with the 
advertising man and the toilet goods buyer 
Contests with rules such as these are not 
worth entering and the quicker displaymen 
the country over boycott them the quicker 
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Win-do-Wave | 


Wim-dlo -dee 


THE AJAX BOX COMPA 
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Corrugated Display Paper 


Our SPECIAL COATING process 


produces 






1. Pure colors with excellent fast- 
to-light qualities. 






2. Uniformity in colors trom run 
to run. 





3. Special matched colors at a 
low extra charge. 


WRITE FOR FREE COLOR CHART 


And also Information about 


WIN-DO-BOARD AND WIN-DO-ART 
Corrugated Our Specialty 


























2210 South Union Ave., Chicago, Ill. 























CUTAWL USERS 


WIN 


PRIZES 
HONOR 
FAMEe 


in the 


1940 


Gulawt 


Photograph Contest 


Write for details 
TODAY 


INTERNATIONAL REGISTER CO. 
13 S. Throop St. 
Chicago, IIl. 



































COLUMBUS COATED FABRICS CORPORATION 
Dept. DW-60, Columbus, Ohio 


Rush folder showing sample swatches of QUILTED SATIN- 
GLO in full range of FALL COLORS. 


eee 


Address..... 








Glamorize 


Profitable 
Dress Accessories 
with 


<Aniry 7, — 


Sell “glamorous allure” and the 
merchandise will move rapidly 
because dress accessories are 
purchased only for added glam- 
our. You can depend on the 
beauty and daintiness of Fairy 
Forms to emphatically drama- 
tize the allure and glamour of 
costume jewelry. collars and 
searts, 


These forms are lightweight, 
durable. resilient, and = wash- 
able. They may be used season 
after season assuring a profit- 
able investment. In addition, 
they have an amazingly natural 
contour which combines with 
soft colored finishes to create 
strikingly exotie displays. 


Calf ti 


Six finishes— Black. Flesh, Sat- 
in White. Satin Pink. Velure 
Black and Glamour-Glo—per- 
mit a wide variety of color com- 
binations. Individual, adjust- 
able stands or attachments to 
fit standard '%-inch fixtures 
give great flexibility of use. 





Don’t overlook the display 
possibilities of Fairy Hosiery 
Forms. There are styles and 
sizes for every kind of stocking 
or sock—for sports. dress or 
beachwear. Regardless of the 
style. Fairy Forms will add that 
touch of feminine allure that 
makes quick. profitable sales. 





Write for catalog No. 60, 
illustrating and describing 
the complete line of Fairy 
Display Forms. 


SHOE FORM CO. INC. 
AUBURN, N. J. 


Tipr-Toe 
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wonder 





will manufacturers wake up and 


what's the matter. 





Display salesmen, like displaymen, are 
human beings. Their calls help you, as well 
as them. The Fair Store, Chicago, recently 
set an example by giving a luncheon for 
fabric salesmen to show them the improve- 
ments they had made in their fabric sec- 
tion. Now I'm not suggesting here that you 
entertain every salesman at a luncheon, but 
just treat him right. Look at his line; it 
you like it, buy what you need. If you 
don’t see anything you need, don't buy. That 
is all any salesman requests. Not all sales- 
men, however, are made from the same die, 
and my pet peeve at the moment is the guy 
that fails to make a sale and then seeks 
out my assistant to find out why [I've “got 
it in for him.” 


The word “protessor” will be used more 
than once around the Detroit convention hall 
when displaymen meet this vear. Many dis- 
playmen have in the past year taught 
courses in display for vocational training 


sessions. This is a step forward in dis- 
play’s march to national influence in the 
merchandising sphere. [| suggest these dis- 


play “professors” get together at Detroit 
and make plans for an exchange of ideas 
on display teaching and perhaps lay plans 
for a mutual program for the tall and winter 


SESSIONS. 


What percentage of displaymen in Amer- 
ica answer their mail? 

What percentage of displaymen in Amer- 
ica believe that a lack of help in their dis- 
play departments have prevented them from 
doing a better job? What percentage of 
displaymen believe that a lack of advance 
planning by promotion departments have 
cut down their effectiveness in installing dis- 
plays? How many believe that the I. A. 
ID. M. should affiliate with the National Re- 
tail Dry Goods Association for the benefit 
of the display protession without losing its 
control completely? These and many other 
vital questions concerning the display pro 
fession will be discussed at Detroit by the 
writer, thanks to the splendid response to 
my recent questioning of leading display 
men. The displayman who lives in Florida 
has the same problems as the displayman in 
New Hampshire. As answers from coast 
to coast are filed, the more enthusiastic this 
writer becomes with the final results. A 
letter from New York state (by a_well- 
known display executive who doesn't read 
my column, so there is nothing personal in 
his words) has this to say: “Congratula- 
tions on a very intelligent approach to an 
interesting problem. I regret that it is im- 
possible for me to attend the convention and 
hear vour address. Will the results of your 
survey be published in DISPLAY WORLD 
(Editor's note: Yes), and if not can I secure 
a compilation of your answers?” From the 
State of lowa comes a letter from a man 
highly regarded in display circles: “I will 
be anxious to hear yvour address at Detroit 
and learn your reactions from the informa- 
tion you will gather through these ques- 
It is my belief that you'll find many 
displaymen facing the same problems in 
their respective stores and I’m sure we'll all 
welcome a chance to reap the benefits.” 


tions. 


FONE, £94 
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If it's raised letters, Spanjer 
either has it, or will make it 
to your special order. We 
keep stock patterns of all 










desirable types, with a par- 





ticularly wide range of mod- 
ern styles and sizes. Lowest 
prices for quality work. 45 





years of experience guaran- 
tees complete satisfaction. 


SPANJER BROS, 
NEWARK, N. J. 
Chicago 








Birds and Animals __ 
For He 

Window Displays & & 

Also Glass Eyes for Manikins, Animals and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 


A. G. Seaman & Co. Inc. 


MFRS. OF MODERN DISPLAYS 
Forms, Fixtures and Mannequins 
CATALOGS ON REQUEST 
31 West 34th St., New York 




















»AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 


Send for the 


“In 1891 

















CHICAGO - - ILLINOIS 
MIE 5 AE MERE 


Get the Latest in Display Materials and 
Special Art Work from 


ADVANCE DISPLAYS, INC. 


1020 Arch Street, Philadelphia, Pa. 
Philadelphia’s Largest Display Center 
Visit our showrooms or write for samples. Ask t 
put on our mailing list. All mail orders taken care 
of promptly. 


SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 
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COMING UP! 


July 1—Vacation season gets under 
full steam ahead. 

July 1—Dominion Day (Canada). 

July 4—Independence Day. 

July 14—Bastille Day (France). 

July 14—Stars and Stripes adopted, 
BaF e: 








250 Attend Clinic 
In Indianapolis 

\ graphic arts display clinic was held on 
May 20 in Indianapolis, under the sponsor 
Sherwin-Williams 
Cleveland, and National Decorators Supply 


ship of the Company, 


Company, Indianapolis. Some 250 display 
men, sign men, and others interested in the 
use of flocking, screen processing, and air 
brush work attended. Among the speakers 
and demonstrators were Bert Zahn, man 
ager of the Graphic Arts division, Sherwin 
Williams Company; Robert Stack, Paasche 
Airbrush Chicago; . 
Collette, division manager of the Sherwin- 
Williams branch; Larry Bonham; Fred A 
Maynard, Maynard Stencil Laboratories; Al 
Ullando, Nu-Film Corporation, and R. ( 
Kash, editor, DISPLAY WORLD. 


Company, George F 


Present |. A. D. M. Slate 
Is Renominated 

\t the regular meeting of the nominating 
board of the International Association of 
Display Men, the present officers and direc- 
Other 
nominations may be made from the conven 
tion floor at the Detroit assembly June 24-27. 
The nominating board was composed of 
George H. Wagner, J. L. Brandeis & Sons 
Company, Omaha; J. W. Campbell, Carson 
Pirie Scott & Co., Chicago; Everett Quin 
trell, The Elder & Johnston Company, Day 
ton, Ohio, and John G. McCarthy, Brown 
Durrell Company, Boston. 


tors were unanimously renominated. 


Rose Now In Charge 
Of Goldblatt Department 

Leonard Rose, formerly on the display 
staff of Goldblatt’s State street store, Chi- 
cago, has been made display manager fot 
the firm's uptown branch. 


W. E. Mixon Joins 
Mandel's, Chicago 

W. E. Mixon, formerly with the 
Department stores, Newark, has joined the 
display staff of Mandel Brothers, Chicago 


Kresge 
































Columbia New and Improved 











ARCHITEX 


WINDOW HIGH 
FOR ECONOMY 


CURVEX FOIL 


in’ Nine’ Fashion-Right Colors 
Silver. Gold. Copper. Orchid. 
Powder Blue. Nile Green. Christ- 
mas Green. Dark Blue, and Red. 
Made with 15 pt. heavy foil on 
heavy kraft) backing with 2!.” 
grooves. 19” wide by 8 high. 
Packed six sheets to carton. 


$1 .50 per Sheet 


Also in all heights on = special 
order from I’ to 12’. 





ROMAN (SPECIAL) 
4 INCH GROOVE 


Now 22” wide by 8’ high. White 
with heavy kraft backing. Will 
stand without support or frame- 
work. without buckling. swelling 
or warping. The elassie design 
and oyster white extra heavy 
vellum finish gives ARCHITEX 
a beauty and attractiveness that 
lends charm to any window dis- 
play. Packed six sheets to carton. 


$1 50 per Sheet 


Also in all heights on = special 
order from I’ to 12’. 
ATTRACTIVE DISCOUNTS TO 
JOBBERS AND QUANTITY 
LSERS 
Write for Sample Folder 


ALSO MANUFACTURERS OF 
NOVELTY DISPLAY FABRICS 


Manufactured exclusively by 


COLUMBIA DISPLAY MATERIAL COMPANY 


131 PRINCE STREET 


NEW YORK CITY 











STAGE 











RAFT 











THE NEW LOW PRICED PRE-COLORED BOARD THAT GIVES 
EXPANSE OF DISPLAY AT LITTLE EXPENSE 


Obtainable from your local jobber or in case lots from Cincinnati. 


and information. 


Write for samples 


STAGE CRAFT DIVISION 


CO-OPERATIVE DISPLAYS, INC. 


CINCINNATI, OHIO 

















141 WEST 40th ST. 
NEW YORK CITY 





OUTSTANDING 
ART WORK 


BACK TO SCHOOL 
COLLEGE SHOP 
AUGUST FUR SALE 
FOOTBALL — FALL 
CHRISTMAS 


BOOTH No. 30 
AT THE 


CONVENTION 
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Sell With MOTION 


If you want to sell displays ... animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains . 
that assures larger audiences, better spots and 
longer showings. 

Speed Way is Animation Headquarters 

For the manufacturers of displays, SpeedWay 

provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 
SpeedWay animation experts work out the 
most practical way to obtain specific mo- 
tions, speeds, synchronization, packaging, 
etc. 

Animation makes displays easy to 

sell . . . makes them profitable to 

buy. Write for new Animation 

Manual and Motor and Turntable 

Catalog Sheets. 


—_— ay Mig. Co. 


1839 S. 52nd Ave. 
Cicero, Ill. 
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"Simplified Sales Promotion" 
Is Title Of New Book 


The Bureau of Smaller Stores of the Na- 
tional Retail Dry Goods Association, 101 
West 3lst street, New York City, has just 
released a book entitled “Simplified Sales 
Promotion for Retailers.” The book is a 
simply written, practical guide for sales pro- 
motional work in retail stores. It is par- 
ticularly designed for the non-expert who 
still must do an expert job. A chapter is 
included on window display. 

The book was written by Edward Kaylin, 
director of the bureau, and Alan A. Wells, 
now advertising manager of Kaufmann De- 
partment Stores, Pittsburgh, and formerly 
manager of the sales promotion division of 
the N. R. D. G. A. The book is priced at 
$1.50 to N. R. D. G. A. members, and $2.50 
for non-members. 


New Shenson Cutelen 
To Be Released 


The new Sherman catalogue, announced 
by Sherman Paper Products Corporation as 


a “Guide to Fall and Christmas Displays,” 


will be released on the opening day of the 


~The DISPLAY PAR ADE. 





JUNE, 1949 





I. A. D. M. convention, Detroit. For ea 
item described, sketches will be includ 
suggesting various new uses and effects tl 
can be obtained with the new materials. 

In addition to distribution at the cony: 
tion, copies of the “Guide” will be availa! 
on request to the main office at Newt 
Upper Falls, Mass. 





Greggory, Inc., 
Issues New Booklet 

Greggory, Inc., 10 East Kinzie street, ( 
cago, announces the issuance of its new f:\/] 
booklet. 
booklet describes such items as the new 
“Flexit” paneling, “Crinkle-Tone,” “Wood 
grain Flexo-Board” and numerous. color- 
processed background panels. 





Gardner Displays, New York, 


In New Location 

The New York City office of Gardner 
Displays has been moved to 16 West 6lst 
street. This branch has been responsible 
for the creation of numerous distinctive dis- 
plays in the past. Gardner's home office is 
focated at ewe 





by Anthony Brinker 
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IS NEVER WITHOUT 
A CIGAR... 
A REGULAR 
TRADEMARK... 
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NEW YORK CITY CONVENTION HE 
WAS ELECTED PRESIDENT... 
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HOBBY, BASEBALL... JOE HASN'T 
MISSED AN AMERICAN LEAGUE 
OPENING GAME SINCE OLD 
ENOUGH TO READ A SCORE 
CARD / 






DISPLAY DIRECTOR, 
S. KANN SONS CO., 
WASHINGTON, D.C. 


WITH KANNS TE PAST 42 YEARS. 








Available to all displaymen, the 
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Tom Lee, Bonwit's, Wins Acclaim 
For "Louisiana Purchase" Sets 

“Louisiana Purchase,’ the Buddie De 
Sylva-Irving Berlin musical comedy which 
opened on Broadway two weeks ago, seems 
destined for a lengthy run. Of particular 
interest to the display field is the fact that 
the sets and costumes for the hit were 
designed by Tom Lee, display director for 
Bonwit Teller, New York City, and shared 
in the acclaim which the critics heaped on 
the musical. 

Just prior to the opening, Bonwit's Fifth 
avenue windows presented a miniature pre- 
view of the settings, including reproductions 
of the tobacco leaf curtain, a curtain made 
otf bamboo, and Southern grill-style gates 
and columns rising from floors of blue-and- 
white ticking into window ceilings hung 
with strands of net moss. 

So successful are the sets and costumes 
for “Louisiana Purchase” that Lee has been 
signed by the Messrs. Shubert and Ruth 
Selwyn to design the costumes for their 
coming musical, “Walk With Music.” 





"Applied Drawing And Design" 
Is Title Of New Book 

K. H. Mattingly and Everett Scrogin have 
collaborated on a new. text-book entitled 
“Applied Drawing and Design,” which will 
meet the requirements of many displaymen 
who feel the need for some knowledge of 
draughtsmanship. Starting with an elemen- 
tary approach to the subject, the text takes 
the student through increasingly difficult 
steps in presenting mental images with 
logic and accuracy. The problems are in- 
teresting and practical, and a self-checking 
“code” enables the student to diagnose his 
errors and make the necessary corrections. 
The book contains 224 pages, amply illus- 
trated, and sells for $1.28. It is published 
by The MeCormick-Mathers Company, 1501 
East Douglas avenue, Wichita. 


Lifelike Children's Figures 
At Bloomingdale's 

Six life-like, provocative, and gymnastic 
child mannequins, created by two women 
sculptors working in collaboration, have 
just been introduced in Bloomingdale’s win 
dows, New York City. The figures are of 
belligerent little types who look as if they 
might kick each other in the shins at any 
moment, or innocent little pets* who have 
been up to fiendish tricks. “The Angel 
Child” and “The Brat,” as the two types 
are called, first emerged as random “dood- 
lings” from the pen of Mab Wilson, beauty 
editor of Vogue. Later she modeled them 
in clay and turned them over to Marcia 
Clapp, sculptor, who carved the figures from 
a plastic composition. A system of inside 
joints makes it possible to adjust the arms 
and legs realistically. 


Hansen Prepares 
Special Display 

The A. L. Hansen Manufacturing Com- 
pany, 5041 Ravenswood avenue, Chicago, is 
now preparing a special color display of un- 
usual design to feature the firm’s new Hans- 
co “T-1" tacker that drives tacks. The 
device will also be on exhibit at the Inter- 
national Association of Display Men con- 
vi ition. Detroit. 
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Calling all display men 
Calling all display men 


Report to RHC headquarters 


EXHIBIT 18 


When attending the Detroit Convention, visit Reflector 
Hardware’s Exhibit for information concerning the new- 
est in display equipment. Mr. Harold F. Guinn, head 
of our New York Office, and Mr. A. J. Holterman of 
our Chicago Office will be here to discuss your display 
problems with you. And don't forget, when you drop 


in, be sure and get your copy of the new RHC Catalog. 


Verchandise Properly Displayed is Quickly Sold 





REFLEGTOR-HARDWARE CORPORATION 


General Offices and Factory: 
Western Avenue at 22nd Place, Chicago 


New York Office: Marbridge Building, Broadway at 34th 

















A Complete Ansonia Shoe 
Display Built By Us! 


Our service comprises the preparation 
and building of display backgrounds, 
for chain stores, specialty and depart- 
ment stores. 
= 
We design and build complete dis- 
plays to meet your individual budgets. 


DECORATIVE DISPLAYS, Inc. 


636 Broadway New York City 




























Natural Tree Bark 


Cut From Trees 


t THE REAL THING! 
(Not imitation.) 





Beautiful sheets 18 
inches wide, 8 feet 
high. Peeled from 
giant trees and pre- 
served in its nat- 
ural beauty. 


Packed 4 sheets to 
a carton. 


$2.50 


a sheet 
F.O. B. Cincinnati 


1901 8- 





































Order today while 
our supply lasts. 
Only a limited num- 

y ber of sheets avail- 
able. 


+ 1 18Inches ~ 


GENERAL DISPLAY CORP. 


CAREW TOWER CINCINNATI, OHIO 





PRICES SMASHED 


ON NEW, IMPROVED 
DISPLAY TURNTABLE 


Here is the biggest 
value ever offered in 
an electric display 
turntable ! 

It is the sturdiest, most 
reliable and most eco 
nomical rotary display 
you ever saw and vet 
sells at a price that 
beats anything on the 
market 

4 





This new turntable is made of all metal 
and complies with all state regulations. It 
is equipped with a thoroughly tested 110- 
volt A. ¢ Motor and is self-starting and 


9 





silent running Base has an open bottom 
which prevents overheating. Costs less 
than one cent per day to operate! \ 
thoroughly foolproof retary display Fully 


guaranteed for one vear. 





Made in two models, one with disk 12 in 
in diameter; one with disk 18 in. in diam 
eter Write for full description and prices 
Unusual proposition for distributors 


GLOBE MANUFACTURING CO. 


Jersey City, N. J 


108 Academy St 








WELCOME! to my many friends in 
the Display Field 


to BOOTH 638 


where Ed. Goodman will be delighted 
to answer questions and give helpful 
suggestions in Display Accessories on 
Diversified Motion of LOO] uses 


GOODMAN COMPANY, Mirs. 


19 West tth St... New York, N 
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—The International Silver Company displays 
run the gamut from Fourth of July and brides 
to sailing ships and keys— 


MORE DRAMATIC DISPLAY 
FOR THE JEWELER 
[Continued from page 18] 

planning for a new home. Cutouts of a 
vouthful pair are posed on a rose-pink, cut- 
out key, which acts as a stand for a heart 
shaped unit, with a colorful painting of an 
attractive home glimpsed through the “key- 
hole.” Copy on the unit reads: “Silver to 
Treasure for that Home in Your Hearts.” 
On the card at the left, the copy reads: 
“Start with Twelve of Everything and All 
of the Best. A dozen 


of each of all the essential pieces of a ster- 


Pay out of Income.” 


ling silver service are laid out in curves, 
following the lines of the curved white step 
elevation. 

For the Fourth of July, a patriotic display 
in red, white and blue has been planned. A 
red rocket cutout is aimed at stars on the 
background. A big cannon cracker balances 
this set-up. Copy emphasis is on summer 
entertaining. The display is pictured) on 
this page 

An unusually lovely bride cutout posed in 
a bower of candles is suggested as an at- 
mospheric background for an array of wed- 
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ding gift suggestions. Billowing white tull 
and a wedding bouquet provide a soft 
ting. Card copy reads: “Lady in Whit 
whose sovereign right is Silver. . . . Come 
in and see our wide selection of Gifts.” 

\ gift rug display conveys the idea 
the precious nature of silver gifts. 1 
colorful figures cut from painted wood, 


butler and a tootman, “unroll” a rug of ric] 
wine red velour mounted on wall board, 
which an array of flatware, jewelry, or 
watches can be displayed. Card copy reads 
“Look Ye—Thoughtful Gifts are Lifetime 
Treasures.” 

The altruistic nature of this display sery- 
ice is convincingly shown by the fact that 
the name of the International Silver Com- 
pany does not appear on any of the units. 
The stores receive these displays at the cost 
price of quantity purchases, thus effecting a 
substantial saving over similar displays in- 
dividually ordered. The first store ordering 
any display in a given selling area receives 
the exclusive use of it in that area 

A convenient torm for scheduling thes: 
windows on a weekly or monthly basis 1s 
supplied, so that stores can put their window 
display changes on a systematic basis. That 
this is proving a popular plan, and that th: 
displavs themselves are meeting jewelers 
needs, is attested by orders scheduling de 
liveries of displays up to the spring of 1941 
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AN AGE OF DISPLAY 
[Continued from page 32] 
of value to the retailer in the furtherance 
sales and profits through his line. This 
does through visual displays, in_ port- 
lio form, of the various steps in this “sell- 
ing’ structure to move the wares from the 
merchant's shelves to the consumer. 

First, display through national maga- 
zines! He displays the well-thought-out 
prepared-in-advance selling program through 
these media. Display through captions, 
through copy, through photographs, paint- 
ings or sketches, all correlated to have an 
effective eve-appeal upon the reader. Dis- 
play to again create the desire to “buy” 
upon the part of the consumer. .. . Display 
to again create the desire to “sell” upon the 
part of the buyer. 

Second, display through the local news- 
papers! He shows the series of planned 
newspaper advertisement displays to “sell” 
for his merchant, and produce action to 
“buy” trom the consumer. Here, words and 
pictures in attractive, attention-compelling 
display ads do the job. 

Third, display through store windows! 
The display manager, although a creative 
genius in his own right, is always alert for 
Through coordination of 
national and local advertising display to the 


ideas on display. 


local window display, the merchandise so 
advertised has a sound and _ secure selling 
structure. The window display brings the 
item to the mind of the consumer at the 
point-of-sale, and he or she enters the store 
to buy! Here is where she finds the final 
step in display and its functions in buying 
and selling merchandise. 

Fourth, display within the department! 
Good display managers, intelligent, progres- 
sive merchandise managers and buyers, ag- 
gressive assistants and salespeople, know 
the value of good display within the store 
Just as the window display had to do a 
good “silent selling’ display job, so the in- 
terior display must do a_ traffic-stopping 
job, to enable the salespeople to sell thei 
customers. 

Such a job has Munsingwear been doing 
in the past few years, tying up its national 
advertising to the point-of-sale. Merchants 
throughout the country are fast recognizing 
the value of this coordinated thinking, and 
results from the adoption of this merchan- 
dising and selling program have been very 
productive. ® 

Third-dimensional, silk-screen processed, 
the display backgrounds for the windows 
have been highly colorful, as well as unique 
in their treatment of merchandise display 
and selling copy. Tied-up with these win- 
dow displays were additional cards of the 
same type, used in the men’s underwear de 
partments 

The “Skits” Munsingwear displays, win 
dow and interior, are supported by Skit 
displayers in which are featured representa- 
tive quantities in all sizes of the complete 
line of shorts, trunks, “Shin-highs,” “Long 

s.’ shirts and winger-shirts offered by 
Munsingwear, usually one displayer to a 
fabric type and weight. In conjunction with 

e Skit-displayers are used half-torsos, 
tull-torsos, and leg-forms properly to dis- 

ay the Skit-family of knitted two-piece 

odern and streamlined Munsingwear for 


en 
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HEAT, BuT CRESCENT'S NEW 
lOO SERIES HOT NEW 
COLORS AND SPEED SURFACE 


GQ Pnoducl of 
CHICAGO CARDBOARD COMPANY 


666 Washington Blvd. 


For Sale by Leading Dislribulors- Gverywhthé, 






WM USED TO COLOR AND 


DAZZLE ME 


Chicago, III 








BRISCHOGRAPH 


Salutes the 


I. A. D. M. 


Our Success and your Success are United 


JUNIOR BRISCHOGRAPH SIX YEARS OLD 





3/10 Model... Junior Model 


STANDARD 3/10 MODEL 


Comes complete ready to use with two 200 
watt trade marked lamps, 7 x 10 electrically 
‘opper plated transpose mirror and two four 
inch lenses Covers 7 x 7 inches of copy 


at one time and projects from 16 x 16 up to 
bill board size, in the original $ 

color of your copy. All reading 

matter from left to right 


Send for Circular showing Complete 
Models and Accessories 


Other models to $100 


The BRISCHOGRAPH Co. 


Now in Our 14th Year 
24 W. Weisheimer Road, Columbus, Ohio 


and a proven winner! 


THE JUNIOR BRISCHOGRAPH is 
for those who generally work on 28 x 44, 
and similar size posters. It will cover 
4 x 4 inches of copy at one time and 
will enlarge to 4 x 4 feet. It is an exact 
duplicate in quality of lens and con- 
struction, finish, operation, and clear- 


ness of projection as the 
famou 


s 3/10. For Immediate 410 
Delivery 


ALL MODEL BRISCHOGRAPHS 


Sold on 10 Days’ Free Trial 


Money Back Guarantee 





At Your Supply Dealer or Direct 
All Shipments F.O.B. Columbus, Ohio 








CANADIAN DISTRIBUTOR: 
J. G. Fraser, Ltd. 
VANCOUVER and WINNIPEG 








Newest Display 
Sensation 


TUBES 


Made from 1/16 to 1 
diameter, any length 
or color desired. out 
of tinfoil, celluloid 
(acetate) or cello- 


phane. 


Write for 
Samples and 


Quotations 


DIAMOND STRAW 
CORPORATION 


114 East 16th Street 
New York, N. Y. 





Jobbers Inquiries Invited 











The Fountain Air Brush 


The AirBrush of the Particular Artist 


t = 


A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 











@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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MODERN DISPLAY BY SEARS 
[Continued from page 26] 
clothes were shown on the dusty-rose roof. 
The window sill and frame, scalloped gable 
casing, and chimney were painted blue-green 
to match the copy streamer on the back- 
ground. 

We come now to a short deseription of the 
new store of Sears on Pico boulevard, Los 
\ngeles—chosen as the “building of the 
month” by Architectural Forum. A _ hillside 
site made the arrangement of this building, 
especially the provision for parking space, 


unusual and dramatic 


A ramp, which runs 
from the rear of the store and along one 
side, leads to the top of the main building 
where parking space for 280 automobiles is 
provided. Escalators opening on the center 
of the root lead down directly through 
the heart of the store to the basement. The 
building was designed by J. G. Raben, under 
the direction of L. S. Janes. 

The store-front balcony is directly above 
the display windows and is used as a 


—The new Sears store on Pico boulevard, Los 

Angeles, has a parking lot on its roof, among 

other innovations. Two typical display settings 
of this unit are seen here— 
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lounge, for displaying garden furniture, a1 
as an exit from the store. The balcony 
painted white, contrasting with the lig 
stone gray of the rest of the building 

Two examples of display in this new stor 
are shown here. The pottery shop has 
white wall treatment, trimmed with Califor 
nia tile, against a blue wall. The tabk 
tops are of red tile and the recessed panels 
for the display of pottery are in light Frencl 
gray. 

\ two-story window, with “billboard” 
quality, is designed to attract the attentior 
of passing motorists and bus passengers 
The setting is an all-white frame house ex 
terior with giant window casements that 
show the actual interior of a furnished 
home. A lawn. setting and typical Cali 
fornia sun root complete the display. 


Address-Demonstrations 
Feature Of Convention 

John L. King, managing director, Inte: 
national Asseciation of Display Men, Wash 
ington, points out that the forty-third an 
nual convention of the association will b 
featured by a host of practical address 


] 


demonstrations by display authorities. 
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Russ Johnson Appointed 
Copeland Representative 


Ruth Copeland Studio, 135 West 23rd 
street, New York City, announces the ap- 
pointment of Russ Johnson as_ traveling 
sales representative, having the entire coun- 
try as his territory, for the firm’s especially 
designed papier mache mannequins. This 
company will exhibit for the first time at the 
I. A. D. M. convention in Detroit, where 
Johnson will be in charge of the firm's 
display. 


Rich Effects Possible 
With Embossed Plastic 


New deeply embossed plastic display fig- 
ures, plaques, and specialties having an un- 
usually rich appearance are now available 
in color effects from the fabricators, J. M. 
Gordon Company, 189 Greene street, New 
York City. Aquatic scenes, beach displays, 
an South American motifs are among the 
designs offered in both transparent and 
translucent finishes. Literature describing 
the material may be had on request. 


Display Features 
"Crazy Clock" 
The “crazy clock” recently made its first 
appearance in a San Francisco display win- 
dow. The device has the appearance of a 
normal clock except that the hands spin 
crazily until a passerby touches an indicated 
spot on the glass, whereupon the hands stop 
for a moment at the correct time before re- 
suming their mad ramble. The inventor is 
it Leon Livingston, San Francisco advertising 
agency head, who is planning to place the 
unit on the market. 


Gardner Displays 
Adds Beremand 


Mel Beremand, tormerly sales promotion 
manager for United Motors, recently joined 
Gardner Displays Company, Pittsburgh, to 
direct the operations of the firm’s Detroit 
office. Located in the New Center building, 
Gardner's Detroit office services accounts in 
Michigan, Indiana, and sections of Illinois 
and Ohio. 


Popular Executive Opens 
Own New Business 

Rudy C. Quensell, who was formerly asso- 
ciated with T. C. Palmenberg, Inc., New 
York City, has opened his own business in 
display fixtures, forms, mannequins, novel- 
ties, and accessories at 7123 Austin street, 
Forest Hills, Long Island, N. Y. Quensell 
will have booth 57 at the I. A. D. M. con- 
vention in Detroit. 


Novel Meeting Held 
By Chicago Club 

The June 10 meeting of the Chicago Dis- 
play Club took the form of an “Unknown’'s 
Night.” The usually unsung men of the 





splay staffs came in for due recognition 
d conducted the meeting in splendid 
le. 

\ number of the club members met for 
nner before the meeting. 
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Did You Eucr Ston 
Jo Think... 


. . . that you would need a Hollywood Studio, and 
unlimited tri-dimensional accessories, to achieve au- 


thentically, the ATMOSPHERE and FEELING of a 
NATURAL SETTING? 


. . . and how simply and inexpensively that ATMOS- 
PHERE and FEELING can be visualized through 
PHOTOGRAPHIC BLOWUPS and MURALS, in two 


dimensions? 


® PHOTOGRAPHIC Size is no obstacle. Our equipment will make 
them as large, or larger than you will ever need. 
e TRANSPARENCIES For —— eg no inane ag ~~ ata 
vertising Displays an xhibits 
¢e BLOWUPS BLACK AND WHITE, SEPIA, HAND-COLORS 
e MURALS MAIL YOUR ORDER OR INQUIRY TODAY 


MELOY BROS., INC. “Onova 























ANIMATION 
YOU CAN DEPEND UPON 


For displays which mus? stand up, FLEXO-ACTI0N 
mechanisms are supreme. Their gears are sealed in 
oil in a tamperproof case, to mimimize wear or ser- 


vicing. Parts are exceptionally accurate — many 
must be within 0002" of perfect to pass inspection. 
Not toys, but well engineered, though inexpensive, units. 


MOTORIZED REDUCERS REVOLVING MECHANISMS 
Geared motors of any speed,current, Turntable motors for 30 to 1000 Ib 
or style, for the better typeofdisplay. capacities. Write for new leaflet. 


MERKLE-KORFF GEAR CO. 


Z\t Wea eee ST, CHICAGG,.1G4., 


ACCEPTED 


by Leading Display Men Everywhere 












NOMINATED: 


by Popular oe 







A NEW COATED TEXTILE 


has an effect entirely its own. Because of a special em- 
bossing process. the highlights of LATTISEEN change 
with different angles of vision. This is particularly 
noticeable under artificial light. Investigate today the 


display possibilities of this distinctive fabrie which is 





different from any other material used for display. 
PFeessesee eee ees ee ee eee eee Se SSS SSS 


§ THE WEISS & KLAU CO.. 462 Broadway. N.Y. 
Please send complete sample book of 


LATTISEEN. 
Name 


Vew Sample Book Now 
Available—Send Coup = 


THE WEISS < KLAU CO. 
462 BROADWAY, NEW YORK 


Firm 





City & State 





WINDOW TRIMMING 
DISPLAY WORK 


MASTER 

Complete with 
Tack-Remover $5.00 
3/16" staples 30c per 1.000 


5/16" staples 35e per 1.000 
{ttractive discounts in quantity. 


Ideal for Window Trimming and Display Work—Tacking 
up signs, notices and bulletins around the store Tacking 
price and identification tags to bins making “‘spot’’ re- 
pairs on merchandise. 
Loads 200 staples in 3 seconds uses 3/16” and 5/16” 
staples 8 times faster, lots neater and more secure than 
old-fashioned tack method or antiqua tackers —staples 
no ugly tell-tale marks in the wood or 
rugged and durable. 


removed in a jiffy, 

weighs only 22 ozs 
Unconditionally Guaranteed, 

Let us send a TACK-MASTER to you for FREE “‘Job- 


try it and be convinced no obligation! 


mae ae --------- 


D. Markwell Mig. Co., Ine. 
200 Hudson St., New York, N. Y. 
Send a TACKMASTER for FREE ‘“‘Job-Test.” 
Tell us more about FREE replacement plan for 
regardless of age, make or 


material 


our present tackers, 


condition. 
Firm Name 


Street Address 





Welcome to Detroit 


Home of 


Display Creations, Inc. 


Visit Our Display Rooms 


1322 Broadway 


Convention Booth No. 54 
Hotel Statler 
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FLUORESCENT LIGHTING AND 
IMPULSE DISPLAYS 
[Continued from page 24] 


This lamp also illuminates the removable 
plastic sign panel. The “saw-tooth” platform 
interchangeable with a flat illumi- 


Ken Lavine 


is easily 
nated contigurated glass shelf. 
and “Chick” Masterson, Fischer & Jirouch, 
designed this “little theatre.” 

Tapping new levels of psychological re- 


sponse producing “buymanship” for a 
greater range of items whose purchase had 
not primarily been contemplated is the dis- 
playman's special function. In designing new 
ways to fascinate the eye, the possibilities of 
color in these fluorescent lamps have pro- 
approach to this objective. 
certain ad 
have 


vided a_ basic 
The shape of the 


operating 


lamp and 
vantageous characteristics 
opened a new repertory of design for coun- 
ter displays. 

The lamps can be 
to produce long reflections forming flatter- 


so used in displays as 








ing highlights, often to be preferred to the 
spot-type highlights filament 
The longer highlights will follow the con- 
tours of the polished surfaces of the objects 
evenness ot 


from lamps. 


displaved. The smoothness or 
the illumination from the longer light source 
is at once apparent in contrast with the un 
evenness often characteristic of less extend- 
ed light sources. 

Another big advantage of 
lamps to the displayman, aside from their 
great color-producing ability, is the flexibil- 
itv with which a long tubular source can be 
supplement other show window 

The accompanying illustrations, 


(Fig. 2), 


fluorescent 


used to 

equipment. 
such as the wedding gifts window 
will serve as examples to show how simple 
equipment can be applied for dramatic and 


—Above is seen a portable display shelf with 

an unusual effect of blue and gold fluorescent 

lighting. Below is an example of shelf 

lighting with fluorescent lamps, from Marshall 
Field & Co., Chicago— 











be 
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e-appealing illumination. Untortunatel)y 

black and white half-tone can not picture 
ie resulting values. 

Flexibility of display equipment is ot 
rime importance, just as it is necessary to 
ave new and seasonal displays. The wed- 
ing gifts window (Fig. 2) is a good exam- 
le of the application of simple, flexible de- 
vices for speedily styling the background tor 
the merchandise. The photograph shows us 
ow simple and flexible this Type F lighting 
eally can be. The central element which 
produces a modern version of the stained 
glass window is extremely effective in cre- 
ating a sparkling jewel-like character. Yet 
it is executed very simply by the use ot 
two pink fluorescent lamps for general colo 
and Christmas tree lamps tor points ot light 
behind two layers ot Louvrex glass. The 
fluting of one layer is placed so that it will 
be perpendicular or across the other sheet 
of glass. Through the two layers of glass 
each small lamp appears as four or more 
bright squares in an interlocking grid pat- 
tern of unusual depth. A 36-inch white lamp 
is used, as shown tor the illumination of 
the three 12-inch blocks. 

Below the sign “Practical Gifts for Senti- 
mental People” is a metal showcase fluores- 
cent strip acting in “footlight” fashion. The 
color of the light is pink and it is not 
“washed out” by the overhead floods. Fig. 3 
shows the portable “footlights” uncovered. 

Blue fluorescent light on the blue cloth- 
draped background completes this large lu- 
minous area of attractively-displayed mer- 
chandise. 

The backstage illustration of the wedding 
gifts window, Fig. 2, shows the utilization 
of the blue fluorescent lamps which illumi- 
nate the background and _ provide greater 
luminous area and depth for the display. 
The lamps are simply mounted on a portable 
wood member. The adjustable aluminum re- 
Hectors are clipped onto the lamps or, still 
better, onto a standard metal wiring strip. 

\ close-up of the pedestal multi-angle 
reflector is shown in Fig. 4. It has many 
uses, such as the illumination of pictures, 
posters, clothing and materials both from 
below and from the side. The adjustment 
ot the lighting is done simply by moving 
the fixture. 

The portable impulse display shelf (page 
6+) is interesting because of the unusual 
effect of the combined blue and gold fluores- 
cent lighting. Two blue and gold 24-inch 
fluorescent lamps really produce a synthetic 
approximate daylight on the merchandise 
below the copper metal and glass display 
shelf. A vertical louvre in the box between 
the two colors allows warm golden light 
to fall on the front of objects on the top 
shelf. The rear objects or background re- 
ceive the cool complementary blue light. 
The removable sign panel is of white plastic 
with blue and orange painted letters. Aux- 
iharies are mounted in the back of the sheli 
unit, Which is 9 inches wide and 5 inches 
deep. 

Shelf lighting with these lamps is a nat- 
ral! Fig. 6 is a view of an ingenious dis- 
play built around a column in’ Marshall 
Field & Co., Chicago. The lamps are con- 
cealed behind the horizontal strip at the 
edge of the top shelf. The tapered edge of 
the shelf allows the light to illuminate the 

yects on both shelves. 
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lake this Tip! 


— > Your visit to the convention 
will be incomplete if you 
don’t see our display in 


Room 1410! 


EXCLUSIVE and AMAZING 
INNOVATIONS for FALL 
and CHRISTMAS ... 


——</)ont Forget 


NAT SIEGEL 


39 West 37th St. New York 


FULL FORM DRESS DISPLAY 
Now Available at Low Cost with 
THE MIRACLE FORM 


This With eng Te ill round, 


dress stand, 


77 papier mache construc 
Leg tion, weighs 2', pounds 




























THE FIXTURE MART, INC. 
314 W. JACKSON BLVD. 
CHICAGO, ILL. 


Our 40 page catalog FREE 


Price 
$3.75 each 
$42.00 per dozen 











See MILEO 
at the SHOW? - « BAMBOO 














icing tiled enbiygetl- ye Put that Tropical Appeal 
odin ae ee Cue in your Spring and Summer Displays 
with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter 
Write for samples of Fabricated Bamboo and 
Bamboo Screening. 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. J 


exciting new children! Come 
in, see for yourself why Mileo 
figures with their ““new faces” 
are chosen by the better stores 
everywhere to display all type- 
of apparel, under actual wear 
ing conditions. 


P.C.BMELEO 
7 W. 36th St. 23'2"5 New York 








« « Please Mention DISPLAY WORLD When Writing Advertisers » » 
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MAHARAM'S ae 
nets Eon Novelties 
Russell C. Kehrt has been doing an out 

standing display job for Jenny’s, Cincinnati 

his window treatments reflecting perfect], 

the personality of the specialty shop—mod 

ern without being bizarre. For this display 
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“VELVETILE" has a surface cov- % \ L%\ | | | AA PB pn A l, A.D. . 4 | aa 
ered with 34-inch tiled velvet /S2ViYS¥Yomile¥o}s¥eleo)-O. Genel r Convention i =—= Sc 
squares. A complete assortment Complete Line of Display Fabrics & Accessories Detroit behind invisible glass, he blocked off. th PI 
of 16 attractive color combina- KWWEYW YORK—I30 WEST 46th STREET foreground with wall board cut to leave a , 


tions. Write for Free complete : ‘ 
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dis 


was visible. The show card which accom 
V 





panied the display was headed “A Peep into 

: Sart ya 
Milady’s Boudoir. Playing up new modes ss 
: boss : 
in corsetry, attention was skillfully focused 


| on the garment by painting it with fluores 
‘Se ° cent paint. When the regular window illu “s 
mination was “off,” black light brought out wn 


THE HIT OF THE SHOW the corset in a glow which caught ever) eh 


bet 


MOST DISTINCTIVE LAST YEAR! passing eye; practically all that could b of 


seen were the corset, the strings, and th 
MOST UNUSUAL THIS YEAR! dangling cherub. Every five seconds a — 


thousand-watt beam of ordinary light was BIN 
DECORATIVE perdi agen “gi "C 
tioned in passing that blocking off the fore For 

PLANT ground with the key-hole effect helped keep ( 
HEARTILY WELCOMES DIS. Cla 
PLAYMEN TO THE PRESEN- pla 
TATION OF ITS COMPLETE «iti | ' I 
LINE OF NEW STARTLING | , “i 
‘ATTENTION GETTERS.” —_ os 6 
ROOMS 1304- 1306, is or af ~ 
STATLER HOTEL, DETROIT. Nee - Po 5 oF We 


DECORATIVE PLANT CO. inc. yf Y 1 


230 FIFTH AVE... NEW YORK CITY 
































You spend good PHOTOGRAPHIC ENLARGEMENTS F ‘ — 


ARDBOARD money for adver- 
y cutouts y wr . 
re BLOWUPS 

: ? dise displays. It 


is economy to use the Stand Pat Easel, with From photographs or printed matter. For win- 


dow and counter display. Mounted or unmounted. Hig 
is 


special lock feature which insures it against fall- —M ; 

ing down and relieves the strain the ordinary d ne - me: 
easel encounters. The Stand Pat Easel will out NEW YORK SOLAR PRINT CO. Wr 
live your display card. Write for samples today. Since 1907 Rex 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 736 BROADWAY NEW YORK CITY kno 


Box 
-_-—, 
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ut extraneous light and made the fluores- 
ent corset stand out excellently, even in 
ie day time. 

The window display for Paul Jones whis- 
key might be called “a study in contrasts,” 
for it includes the largest and smallest 
whiskey bottles ever made by Owens-Illi- 
nois Glass Company. The window was in- 
stalled by Frank C. Phillips, Toledo, who is 
a representative of Frankfort Distilleries, 
Inc. The smallest bottles shown hold only 
one-tenth of a pint, while the others range 
from fifths and gallons up to the giant which 
hold 12 gallons. Some thirsty individual has 
figured out that it contains exactly 1,536 
drinks. The display was installed in the 
lobby of the Secor hotel, Toledo. 


Heller Satadnied 
By Kahn's 

Kahn's, Inc., has retained Robert Heller, 
New York City industrial designer, to su- 
pervise the modernization program for the 
firm's large six story and basement building 
in Philadelphia. Kahn's, 
furniture, home furnishings, and wearing 
apparel, plans to remodel the entire interior 
and front of the store. Heller will install a 
new lighting system, make important use of 
color, plan the interior for easy seeing and 
easy selling, and will dramatize the store 


specializing in 


with a modern and visually powerful front. 





Sales Display Rack 
Placed On Market 


The “Ensemble-N-Dex,” a new type sales 
display rack, has been placed on the market 
by Merchandising Display Equipment Com- 
pany, 15 West 26th street, New York City. 
The unit provides for the display of such 
merchandise as ensemble suits, ski suits, 
leather jackets, play suits, mackinaws, and 
the like. 
are increased sales, faster handling of sales, 


Among the advantages claimed 


better visibility, and compact arrangement 
Detailed in- 
available from the 


of sizes, styles, and patterns. 
formation 1s address 
given above. 


"Curverons,'' New Display 
Forms, Introduced 
Offering some distinctly new angles on 
a product of James L 
Clark Industrial Exhibits, Inc., have been 
placed on the display market. 


curves, “Curverons,” 
“Curverons” 
are processed forms which can be curved 
to meet individual specifications. With the 
launching of 
making its facilities available for the first 
time to the display field in general. 


“Curverons” this company 1s 


Wayne Joins 
Alfa Displays 
Marty Wayne, 
sales executive, has joined Alfa Displays, 
Inc., 95 Madison avenue, New York City, in 
a contacting and planning 


industrial designer and 


capacity. 








WINDOW DISPLAY DESIGNER 


WANTED 


Highly specialized in Fur Coat and Cloth Coat 
Displays. One who is creative, with proven 
record of very important successful windows. 
Write giving full details of past connections. 
Replies treated in strict confidence. Our staff 
knows of this advertisement. 
Box 995, 1474 BROADWAY 





NEW YORK CITY 





DISPLAY WORLD 


67 





building window-interest for 
America’s finest stores—with 


displays that are different! 


fenton davis 


112 West 44th Street 
NEW YORK 





Franklin Simon, 
5th Avenue, New York 








Processed forms 
curved to meet 
your specifications. 
Adaptable for all 
display work. Write 
today for samples. 


Window by W. B. Okie, Jr., 
Marcus & Co., 5th Ave., N. Y. 





IF 


NEWS! 





JAMES L. 


2 EAST 172nd STREET 


CLARK 





INDUSTRIAL 
EXHIBITS, INC. 
NEW YORK 











CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns @ Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 


Cavateniie Galse FO. Asst 5*- 





CHICAGO, ILL. 








HEXCHROME 
COLOR-IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mig. Co. 


1214 W. Madison St. 
Chicago, IIl. 











GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof. 

When you attend the New York World’s Fair 
be sure to see display in our New York office. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 
Manufactured by FRIEDRICH. & DIMMOCE 

Factory: Millville, N. 
Sales Office: 7 East 42nd St., Ses York 





THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 


























DISTRIBUTING 
JOBBERS 


We are offering our new line of 
“STY LE-RITE™ 


quins as well as children and con- 


action manne- 


servative pose figures... . 


Qur products are made with 
only one outlook which is to aid 
in bringing forth the best fea- 
tures of the latest dress and coat 
creations. 
May we emphasize that in com- 


parison with man- 





SEE US  nequins featuring 
A T THE . 0 . 

yy »S8 oht 
DETROIT  Jightness of weigl 
CONVENTION there are no others 





stronger than ours. 


Mannequin Display Studio 
27-31 Bleecker St. 
New York City 


Tel. Algonquin 4-8968 














A better, speedier finish for 
window and store backgrounds! 


RONCOLAC 


FLAT DISPLAY LACQUER 


ee ee 
eSuperior to Poster or Casein Paints 


Roncolac Flat Display Lacquer is absolutely 
dead flat—reflects no light. A big time saver 

spray it on and it dries immediately. Letter 
over it with water or poster paints the moment 
you finish. Clean it with soap and damp cloth 
within 20 minutes. Roncolac provides 2 to 3 
times the hiding power of water paints. The 
surface is perfect for lettering. Takes masking 
tape withcut harm. Ideal for paper, cardboard, 
Beaverboard, Masonite, Upson Board, wood, etc. 
9 attractive colors, plus Black, White and Alum- 


inum. Mix colors to get any desired shade. 





Write us for details, color card and prices. 


T. J. RONAN CO., INC. 


749 E. 135th St. 
New York City 
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MEN'S WEAR DISPLAY NEEDS 
EDUCATIONAL SALESMANSHIP 


[Continued from page 38] 


be interior departmental promotions ot re- 
lated 
strategic locations within the men’s depart- 


merchandise and selling. In 


cross 
ments individual displays should repeat the 
story of the balanced wardrobe. Ensembles 
for spectator sports, active sports, business, 
and tormal wear should be shown, complete 
with correct suitable 


accessories, before a 


atmospheric setting incorporating a_ lively 
human interest appeal. Such visual sales 


dramas can be made so intriguing, informa- 
tive, and sales suggestive as to open up in 
the mind of the 
thought 


shopper a complete new 


train of regarding his clothing re- 
quirements—resulting in substantially larger 


purchases. 


—Wagner stresses the point that men's wear 
displays should be informative—that men want 
“reasons why'’ they should purchase. These 


two displays by the author tell their story 
dramatically and simply— 









In men’s there is a particu 
larly wide field for intensive promotion. Men 
have always actively participated in sports, 
but due to an aversion to admitting vanity in 
clothes, generally 
in slouch clothes for all activities. By 
driving home of the that 
apparel is essential for various 
sports, men’s wear departments are gradu- 
with making 
men more sportswear-conscious. However, 
a great deal of educational display is. still 
necessary to sell the public en masse on this 


sportswear 


wear “anything comftort- 
able” 
systematic idea 
correct 


ally meeting some success in 


idea. 

There is also a concerted effort by display 
merchandisers to induce men to enter into 
special events and holidays from a fashion 
viewpoint in the way women have always 
done, 

The new educational men’s wear displays 
strive for more animated atmospheric. set- 
more emphasis on the latest fashion 
better 
cessory correlation; more direct and potent 


tings; 


news: ensemble grouping and ac- 


sales offers; and the injection of more life 


and teeling into the merchandise. 
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l. A. D. M. NEWS 
[Continued from page 11] 
Ledyard Towle, director of advertising 
and creative design, The Pittsburgh Plate 
Glass Company, Pittsburgh—‘*You Can 
Display Best With Glass.” (What do you 
know about the modern application § of 
glass to retailing? What changes have 
been made in glass? Who is using glass 
most effectively? Captain Towle will 
show you the answers to these questions. ) 
2 :45—Address, Albert Bliss, president, Th 
Bliss Display Corporation, New York 
City “Display Not a Decoration \ 
Promotion.” (There isn’t an idea-produ¢ 
ing organization that has done a better job 
for creative display than the Bliss studios 
Bliss believes in display because he knows 
display. He subordinates decoration so that 
merchandise can be the outstanding part 
of the window, and he tells you why.) 
3:00—Address demonstration, C. M. Cutler, 
General Electric Company, Cleveland - 
“Plus Sales with Lighted Displays.” (A 
; demonstration of lighting techniques with 
. the newer ght sources and display mate 
: rials for effective merchandising. Cutle1 
- will be glad to answer any questions you 
may have concerning your lighting prob 
lems.) 
“ 3:25—Were You Lucky Monday? (If you 
- didn't win one of the Sherwin-Williams 
a Company prizes at the close of the Mon 
s day afternoon session, here is anothet 
: chance for you to win one of the remain 
ing sixty-seven prizes. You have, ot 
wa course, registered at the exhibit. Half of 
the prizes remaining will be won by lucky 
y displaymen this afternoon, the balance ot 
a the prizes will be drawn tomorrow.) 
n 3 :30—Visit manufacturers’ displays. (The 
ie I. A. D. M. convention brings you the 
last word in modern display equipment 
ig You owe it to your store to see every 
sd exhibit, and you owe it to yourself to 
” know what every new display item and 
: idea is and what it can do for you.) 
it _ ; seller : i 
7 Tuesday night—Radio and theatre night 


special entertainment by artists personnel 





of the staff of WWJ. 
Wednesday, June 26 
(Manufacturer's Day) 
9 :30—Ford Dixie Eight. 
9:45—Donald A. Ferguson. 
9:50—Frank KE. Whitelam, display director, 
The R. H. Fyfe Company, Detroit, chai 
man of the session. 


9:55—Erwin A. Hiffman, president, Hiffman 
Display Advertising Company, St. Louis 

for the National 
(Hiffman, past-president of 
the I. A. D. M, 1937-38, will tell us how 
the advertiser is 
display for the dealer. 


“Coordinated Display 


\dvertiser.” 
national coordinating 
Display offices are 


flooded with “dealer-helps” that can't be 

used—find out what the national adver 

tiser plans to do about this condition.) 
10:10 \ddress demonstration, Georg 


Wheelwright, Polaroid Corporation, Pitts 
burgh—"The Application of Polaroid to 
the Display Field.” (What is Polaroid ? 
can it be tor display? How 
has industry adapted the use of Polaroid ? 
What can it do for you? 


How used 


Polaroid is fun 


When you know what it is.) 


DISPLAY WORLD 


10 :25—Address demonstration, W. L. Stens 


gaard, president, W. L. Stensgaard & As- 


sociates, Inc., Chicago “Three-Dimen 
ion Polaroid Automatic Projection.” (Did 
we say Polaroid is fun? We did! And 
we hasten to add, “Polaroid is educa- 

Polaroid will sell merchandise by 


tional 


the means of three-dimensional projec 
tion.” Youll be using it in your. store 
tomorrow Better find out today just 
what it can do for you.) 

10:4 \ddress, W. M. Gardner, president, 
Gardner Displays, Pittsburgh—“Gadgets 
Become Display.” What will display 
think of next? What is good display, and 
when is display mediocre Is good dis 


promotional when it is emotional 


play 


Gardner has ideas on the above subjects 


They apply to your displays.) 


10 :55—Address demonstration, J. M. Jones, 
sales manager, Walker & Co., Detroit 
‘The Use of Zeon Lights for the Show 
Window.” (We've all heard of white light, 
mazda light, neon light, fluorescent light, 


but Jones says, “Zeon lights—for the show 


window.” Maybe he has something we 
don't know. He's going to tell us an] 
show us what it’s all about.) 

11 :15—Address, L. Kk. Summerton, president, 


Studios, 


Memphis 


Merchandise 


Summerton 


“The 
Pechnique of the Message i: 
the field 


show-ceard technique, 


(Leading with his consistently 


modern Summerton 


will speak of his work as well as demon 


strate a few tricks obtained by years of 


actual experience with various mediums. 


The the 


merchandise g window 
sells the goods; permit Summerton to sell 


message mM 


you a few ideas.) 


11 :30 


another day 


new 
(Still 
still 
exhibit of new display 


Visit manufacturers’ displays. 


has passed, and you 


haven't every 
Better 
Luncheon 


seen 
get going this noon.) 
Ballroom, Arnold 

The Adler-Jones 
chairman. (A 
display 


equipment. 
12 :30 


\brams, 


vice-president, 


Company, Chicago, 
table 
turers’ problems.) 


rou 


discussion ot and manutac 


2:00—Donald A. Ferguson 

2:0:—W. H. Grover, basement display di 
rector, The J. L. Hudson Company, De 
troit, chairman of the session. 

2:10—Address, R. C. Kash, editor, DIS 
PLAY WORLD, Cincinnati “How Is 


Display Being Budgeted?” (Kash brings 


results of a thorough survey con 


DISPLAY WORLD on the im 


us the 
ducted by 


portant subject of display budgets. Maybe 
someone has solved a= display budget 
problem similar to yours. Why not find 
out: 
2:25— Address demonstration, Bert Zahn, 


Arts Division, Th: 
Cleve land 


sales manager, Graph 
Sherwin-Williams 


“Silk 


Company, 


Screen Process—Its Origin and Pos 


sibilities.” (If interested in 


silk 


s¢ vou 


vou are any 


Zahn 


recently 


phase ol screen process work, 


will with methods 


sul p! 
with his 


from the 


developed He will be assisted 


demonstration by representatives 


Nukilm Corporation and the Maynard 
Laboratories.) 

2 :45— Address, Edwin Peters, The Grimm 
Lambach Company, St. Louis—“Display 
Ideals and Principles (Peters is best 
known in St. Louis for his outstanding 

for jewelers His displa s for this 








COME T0 
DETROIT 


June 24 1027 


HOTEL STATLER 
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GET NEW 
IDEAS 


SEE THE 
LATEST 
IN 
METAL 
PLASTICS 
PAPIER-MACHE 
COMPOSITION 
FORMS 
and DISPLAYERS 


COV! WOON ™ H HLOOd 33S 


PRESENTED BY 
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AND 
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field have led the way for a better appre- 
ciation of display for small space. His 
knowledge of the field well qualifies him 
to speak of display ideals and principles.) 
:00—Address demonstration, Jack R. De- 
Bacher, sales manager, Speedway Manu- 
facturing Co., Ill.—‘Motion for 
Display Merchandising.” (What is new 
in the field of motion for display? Let the 


Cicero, 


w 


DISPLAY WORLD 


man who has created some of the 


you, and show you, how many of 


play.) 


:15—Address, Jerome Walters, display di- 
Brooklyn— 
“Display Gets Up and Gets Busy.” (Long 


rector, The Namm_ Store, 


most 
outstanding structural motion effects for 
the motion picture and the theatre tell 
these 
effects have been adapted for window dis- 





OPPORTUNITY EXCHANGE 


















attending the 43rd_ I. 


Contact 


showing and information as to rental 


or sales rates. 


While You Are in Detroit 
A. D. 


sure to see the 11] 


M. con- 


vention—be mar- 


velous mechanical displays in motion. 


“In All the World, There's 
No Place Like Home” 


Messmore and Damon's Masterpiece. 


Mr. T. J. MeCormack of 
People’s Outfitting Co., for special 




















Wanted, Display Agency—Kesponsible, aggres 
sive sales specialist seeks N.Y 
cy for exclusive display 
type. 
users in 
with smart possibilities. Write in confidence full 
details of 


DISPLAY WORLD, 


area sales agen 
or display line of any 
contacts among display 
Must be sound product 


Have 


excellent 
this territory. 
prop. “Exclusive,” 


Room 1101, care 
175 Sth Ave., New York. 





















ADVERTISING—HOME STUDY—The 
tising Minded Displayman is qualified to make 
the f 
this 
education sufficient. 
lining home study 


3601 Michigan Ave., Dept. 2666 


Adver- 


have graduated from 

school. Common _ school 
Send for free booklet out- 
course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
Chicago 


most money. Many 
long-established 



















HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced 
clear 
the 

former 

School.” 


prices. 
and 
work 


New, up-to-date, authoritative, 

comprehensive Every detail of 
fully illustrated and explained by 
instructor at The “Chicago Display 
Write for information. 


WILL H. BATES, Box 101, Ellsworth, Il. 


Distributors—Salesmen Wanted 


TRANSPARENT MIRRORS 


On plate or thin glass any size, shade, 


shape and quantity. Large sizes espe- 


cially. Choice territory open for exclu- 


sive representation to those who qualify. 
right. Send 


Deliveries prompt—prices 


full particulars in first letter. 


THE O. AUSTIN CO. 


48 Greene St. New York City 








Wanted to Sell $3,000 worth of dies, $3,000 worth 
f die-cut letters, together with names and ad 
dresses of customers now established in the line. 
Ideal outlet for someone wishing natl. distribu- 


tion. Owner willing to sell at considerable sac 
rifice on reasonable terms. Address “BAR- 
GAIN,” care DISPLAY WORLD, Room 1101, 


175 5th Ave., New York City. 








POSITION WANTED 


Displayman, well versed and experienced in 
modern display promotion, would appreciate 
correspondence from progressive store having an 
opening. Also qualified to handle advertising. 
Excellent references. 
Address “W. V.” 
Care DISPLAY WORLD 








PREPARE FOR A FALL JOB! 
Special Six-Week Summer Courses in Window 
and Store Display, Showcard Writing, Display 
Design, Retail Advertising and Sales Promotion 
start July 8. Special low tuition. Practical in 
struction. Placement opportunities. Booklet DW. 


DISPLAY INSTITUTE 


3 East 44th St., New York Columbus 5-5519 








SALESMAN 


Salesman for nationally known manufacturer of 
displays; complete, distinctive cut-outs and dis 
play units for department and retail stores. Ad- 
vise experience, territory covered and full par 
ticulars Large commission to right party. 


Address “G. 7.” 
Care DISPLAY WORLD 





















COURSES IN WINDOW & STORE DISPLAY 
Background 
hibition 
tising 
Individual 
Courses 

Williams, 
Record 


116 S. Michigan Blvd., Chicago, Dept. 


Design; Merchandising Ideas; Ex 
Displays; Show Card Writing; Adver 
Copy and Layout. Personal Training— 
Advancement No Correspondence 
William F. Ray, President, J. Duncan 
Director, formerly editor of Merchants 
and Show Window. The Ray Schools, 
DW-6. 


YOUNG MAN WANTED 


Who wants to learn window dressing and show 
card writing in an up-to-date Chicago suburban 
store specializing in Gifts, Furniture, Sporting 
Hardware. State salary and experience. 


Address “C. W.” 
DISPLAY WORLD 


’ 
Goods, 


Care 























WANTED COMPLETE DISPLAY LINE—Pro 
gressive 
plete line of display 
such as 
fixtures, 
vania, New Jersey, 
1101, 
City. 


distributor wishes com 
materials and accessories, 
papers, artificial flowers, 
spot lights, We cover Pennsyl 
and Delaware. “PENN,” Rm. 
DISPLAY WORLD, 175 5th Ave., N. Y. 


P.S.—Our know about this adv. 


Pennsylvania 


leatherettes, 
etc 


houses 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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Wednesday 


:-40—Visit manufacturers’ exhibits. 
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the champion of display organizatio: 
Walters speaks of what lies ahead of dis 
play. The path that display takes will | 
just as easy or as difficult as displa 
chooses to make it. If we can profit b 
experience, we will profit by hearing wh: 
Walters has to say.) 


:30—Display’s Lucky Drawing. (Bert Zal 


presents to the remaining thirty-four luck 
displaymen the remaining  attendan 
prizes. This may be your lucky day. B 
sure to attend this session.) 


:35—Business session and election of offi 


cers. (Only I. A. D. M. members in goo 
standing may attend this meeting.) 
(Het 
is your last opportunity to visit the ex 
hibits of the manufacturers. Have 
seen every exhibit on the fourteenth floor 
Have you seen every exhibit on the thi: 
teenth floor? Have you seen every ex 
hibit on the ballroom floor? Don’t miss a 
single display.) 

night — Annual 


you 


banquet and 
dance. 


Thursday, June 27 


(Order Signing Morning) 


It's order signing time (from the time you 


arise until you check out.) For those who 
care to stay over, a visit has been ar- 
ranged for this morning to the automobile 
plants, Greenfield village, Ford rotunda, 
etc. 

Ladies’ Auxiliary 


Mrs. Frank E. Whitelam, chairman of the 


committee for the entertainment of visiting 
ladies, has been doing yeoman service for 
this phase of the convention, ably assisted 


by the members of her committee 


The fol- 


lowing is the program for the Auxiliary: 


Sunday, June 23—Registration, Hotel Stat 


ler 
Sunday evening—Join the men at the cock 
tail party 


Monday, June 24—Attend the opening ses- 


sion of the convention. 


Monday afternoon—Meet the Ladies’ Auxil 


Monday evening—Join the 


iary officers and Detroit hostesses. Visit 
Belle Isle and other spots of interest. 
fellows for the 
lake 


steamer ride. 


Tuesday, June 25—Leave Statler lobby at 


10 a. m. for trip to the Ford Edison mu- 
seum and Greenfield village. Recess at 
noon for luncheon at Dearborn inn, re- 


turning for trip through Greenfield vil 
lage. Return to the Statler at 5 p. m. 


Tuesday evening—Theatre party or visit to 


broadcasting studios for special studio 


program. 


Wednesday, June 26—‘June morning break- 


fast” and style show at 11:30 a. m., in the 
J. L. Hudson Company dining room, fol- 
lowed by a brief business meeting of the 
Ladies’ Auxiliary, Mrs. H. R. Kreitz, St. 
Louis, president. 


Wednesday evening —Annual banquet and 


the 
like. 


dance, Statler ball room. 
Thursday, June 27—Open 
your own choice. 


for trips ot 


Now you have a complete picture of what 
forty-third annual convention will be 
You're going to miss a lot of practical 


educational features—and a lot of fun, too— 
if you don’t make your plans right now to 


be present. 


Remember the dates, June 24-27 
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Question: Can you tell us something of 
the nature of the New Hampshire exhibit at 
the New York World's Fair this year?— 
Keene, N. H. 

Answer: New Hampshire has 4,500 square 
feet of space, featuring a very large wild- 
life exhibit. Models of White mountain 
ski-tows, the tramway at Mt. Washington, 
the “Old Man of the Mountains,” an1 other 
notable resort and scenic highlights are re- 
produced in dioramas. 


Question: What abrasive is used for pol- 
ishing the edges of glass cut by a glass 
cutter ?—Danville, II]. 

Answer: The preferred abrasive ts silicon 
carbide, which can be used for either wet 
or dry sanding. 


Question: Will you be kind enough to say 
what happened to conventions and_ trade 
shows during the past war? That is, were 
they continued as in peace, or were they 
cancelled. Our inquiry, naturally enough, 
is particularly aimed at the effect of war 
time activities on convention and exposition 
exhibits.—Cleveland. 

Answer: During the first World War, as 
long as the conflict was confined to the 
European nations, there was little, if any, 
deleterious effect upon American exhibit 
display. As a matter of fact, business was 
stimulated during that period. The = situa- 
tion changed, of course, after America en- 
tered the war and trade shows and conven- 
tions showed a decrease. 


Question: About a year ago you carried 
an item referring to a book on “Market Cov- 
erage” which retailed at $3 in loose-leaf 
form. We would appreciate receiving the 
name and address of the people we should 
contact for this book.—Reading, Pa. 

\nswer: The book reterred to, originally 
published at $10, is “Window Display Cir- 
culation and Market Coverage,” issued by 
Lithographers National Association,  Ince., 
295 Madison avenue, New York City. 


Question: Will) you please advise me 
where I can purchase a book on the use of 
- . * ve . 

crepe paper for display purposes-—Winni- 


peg. 

\nswer: The Dennison Manufacturing 
Company, Framingham, Mass., has such a 
book available. The price is probably about 
25 cents. 


Question: Will you please give us a form- 
ila for silvering glass—also explain the 
peration in detail ?—Wichita. 

\nswer: Due to the lengthy instructions 
necessary, it is impossible to publish a form- 
a here. However, the procedure has been 

plained by letter. Copies of the formula 
e available for other readers who may be 


! terested. 


Question: Can you tell us what percentage 
the radiation from an .incandescent lamp 
visible in the form of light ?—Montreal. 
\nswer: From a 40-watt incandescent 
lb the percentage is 6.8. 
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ATTENTION sistaisurors 
“ABACOT DISPLAYS, Inc. 


Starting with Fall, 1940, Exclusive distributors will be appointed 
throughout the United States. Responsible Jobbers are invited to 
contact our Mr. Venner, June 24 to 27, at the Hotel Statler, Detroit. 


Write or wire for appointment to 26 East 22nd St., New York City. 


* Manufacturers and Originators of 
TINSELCREST CORRUGATED P.K. DIE CUT VALANCES 
HALF-CURVE HALF-ROUND QUILT FOILS 


and over a hundred other exclusive or patented display materials. 





Inaugurates a New Policy! 


® 
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Put Summertime in Your Windows 


with EATON 
his GRASS MATS 


These better-than-ever Grass 
Mats will do things for your 
window displays. 

They are velvety smooth, 
close-cropped mats that look 
and feel like natural grass. 





Prompt Deliveries 


Call your display jobber for 
immediate deliveries. 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 
Formerly Hamburg Floral Mfg. Co., Inc. 











FLASHING 


Revolving Displays 
Lumiline and Fluorescent Lighting 
Turntables 5 to 500 Pounds 


Literature on Request 


M. MOISTER & CO. 


2nd & Bristol Sts., Phila., Pa. 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 





















DISPLAY WORLD 


JUNE, 1949 








Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
o fany display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
| Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
] Mouldings 
Metal Sheets 
| Millinery Heads 
) Motion Displays 
| Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
L) Sale Banners 
| Socks—Window 
Show Cards 
Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 
Store Designing 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Valances 
Wall Board 
Window Lighting 


Do you wish a copy of their catalogue ? 

Do you plan to remodel your store soon ? 

Do you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 
Firm 
Display Manage: 


ity 








ADVERTISING INDEX 





Abacot Displays, Inc 7| 
Ace Paper Co 39 
Advance Displays 56 
Ajax Box Co 55 


Barrango Co., C 19 
Becker Sign Supply Co 7\ 
Bliss Display Corp 29 
Brischograph Co. 61 


Carson Pirie Scott & Co 37 
Carstenite Sales 67 
Celluloid Corp. 23 
Chicago Cardboard Co 61 
Clark Industrial Exhibits, Inc., James L 67 
Columbia Display Material Co 57 
Columbus Coated Fabrics Corp 55 
Co-Operative Displays, Inc 57 
Copeland Studios, Ruth 49 


Darling Co., L. A 69 
Davis, Fenton 67 
Decorative Displays, Inc 59 
Decorative Plant Co . 66 
Detroit Show Case Co 56 
Diamond Straw Corp 62 
Display Creations, Inc 64 
Durable Displays, Inc 39 


Eaton Bros. Corp 7\ 
Excelsior Paper Specialties Co., Inc 54 


Fixture Mart 65 
Friedrich & Dimmock 67 


General Display Corp 60 
Globe Mfg. Co 60 
GoldE Mfg. Co 67 
Goodman Flexible Sleeve Form Co 60 
Gordon & Co., J. M 21 
Greggory, Inc 37 
Greneker Studios, Inc 4 


Hansen Mfg. Co., A. L 53 
Helms Chemical Co 53 


International Association of Display Men 
Inside Back Cover 
International Register Co 55 


Koester School 53 
Korrect-Way Display Products 
Inside Front Cover, 17 
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Luxor Studios, Inc 


Mcharam Fabric Corp 
Mannequin Display Studio 
Markwell Mfg. Co., D 
Meloy Brothers 
Merkle-Korff Gear Co 
Mileo, P. C 

Millburn Mills, Inc 

Mitten Display Letters Co 
Moister & Co., M 
Monsanto Chemical Co 


New York Solar Print Co 

Opportunity Exchange 

Pacific Bamboo Products, Inc 

Quensell, R. C 5| 


Redikut Letter Co 64 
Reflector Hardware Corp 59 
Reyburn Mfg. Co 33 
Rhinelander Paper Co 25 
RIP Studios 58 
Rohm & Haas Co 43 
Ronan Co., Inc., T. J 68 


Schoepfer Taxidermy Studio 56 
Seaman & Co., A. G 56 
Service Bureau 72 
Sherman Paper Products Corp 45 
Sherwin-Williams Co Back Cover 
Shoe Form Co., Inc 56 
Siegel, Nat 65 
Spadea Studios 31 
Spanjer Bros. 56 
Speedway Mfg. Co 58 
Standpat Easel Co 66 
Stensgaard & Associates, Inc., W. L | 


Thayer & Chandler 62 
Upson Co. 


Weiss & Klau Co 
Williams, Inc., Jas. B 
Woerner Adv. & Mfg. Co 
Wold Air Brush 

Worsinger Window Service 


Zeppen-Field Studios, W. M 





A. W. Rabbitt Wins 
Notions Contest 

First prize of $100 has been awarded to 
\. W. Rabbitt, Company, 
Tulsa, for his entry in the national display 
contest held in conjunction with National 
Notion week. In the same store classifica- 
tion, second place and $50 went to Bearl L. 


Brown-Dunkin 


Gurley, Famous Department Store, Los An- 
eeles, and third prize of $25 was won by 
W. T. Reid, N. Snellenburg & Co., Phila- 
delphia. 

In another classification, similar 
prizes were awarded to the following: First, 
Ernest L. Rayner, Wiley Dry Goods Com- 
pany, Hutchinson, Kan.; second, R. J. Pat- 
terson, Weiss & Goldring, Alexandria, La.; 
third, Herbert Neumann, M. L. Parker 
Company, Davenport, Lowa. 


store 


follow ing 
Box- 


In the third classification, the 
First, O. Frederickson, 
rud Company, Red Wing, Minn.; 
Howard Heisser, Lewis & Co., Champaign, 


won prizes: 
second, 


Ill.; third, Grady V. Harris, Belk-Leggett 
Company, Durham, N. C. 

In the chain and variety store group, first 
place went to V. M. Curto, J. C. Penney 
Company, Lansing; second, J. J. Mille: 
Sears Roebuck & Co.. New Orleans; third 
P. A. Brophy, W. T. Grant Co., Hartford 
Booklet Prepared On 
"Living Windows" 

A booklet is in preparation by the Ne 
York City office of W. M. Zeppen-field Stu 
“Living Wi 


Copies are available on request. 


dios, Holls wood, covering 
dows.” 


Department Of 
Correction 
Due to a typographical error, the address 


Durab! 
incorrectly in tl 


of the New York City office of 
Displays, Inc., is given 
firm's advertisement on page 39 of this issu 
The correct location is 4 West 37th street 
The company’s home office is in Chicago. 
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155 S-W BRANCHES —253 AUTHORIZED DISTRIBUTORS 
To you, all these facilities mean one source for all your needs, con- 
venience in ordering, plus the service, speed, and economy required 
for streamlined and profitable operations. 

Our most diversified stocks of Graphic Arts finishes and nation- 
ally famous DebGef" Display Materials represent one of the 
greatest contributions to the industry today. Never before has a 
complete and comprehensive service plan of such magnitude been 
made available. 

Whether your needs are Bulletin Finishes, Sign and Display 
Finishes, Screen Process materials, Water Colors or kindred 

lavcale Cr Display Advertising Materials, our nearest S-W 
Branch or Authorized Graphic Arts Distributor can serve you.. 
in fact, readily represents your headquarters for your favorite 
items needed to create those crisp, smart, sales-producing adver- 
tising displays. 


SHERWIN-WILLIAMS 
GRAPHIC ARTS ano DISPLAY DIVISION 


CLEVELAND, OHIO 


DISTRIBUTORS - BRANCHES - SALES OFFICES - FACTORIES AND 
WAREHOUSES IN PRINCIPAL CITIES THROUGHOUT THE U.S.A. 
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DON’T FAIL TO VISIT OUR 
SPECTACULAR EXHIBIT 











1940 |.A.D.M. 
CONVENTION 


DETROIT, JUNE 24-27 
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REGISTRATION PRIZES 
TOTAL VALUE $225.00 
To be Given Away 
FREE by 


Sherwin-Williams 
at the Show 











